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They are now advertising “virgin 
eggs” in New York, thus indicating 
the ultimate triumph of that grand 
old slogan originated down in Louis- 
ville years ago by Allen R. Carter— 
“Swat the rooster!” 

* * 


Some of those Southern bank fail- 
ures are attributed to the activities 
of men who used to be bar-tenders 
and later thought they were bank- 
ers. Maybe this is another argument 
against prohibition. 

* * * 


The Association of National Ad- 
vertisers has gone on record in favor 
of lower rates for space. Personally, 
I’m already on record in favor of 
lower rates for theater tickets, La 
Salles and lunches at the Blackstone 
grill. 


* 


Retailers are borrowing from the 
produce trade in advertising “razor 
blades fresh from the factory.” If 
this keeps on they will have to adopt 
the terminology of the egg kings and 
offer strictly fresh blades, fresh 
blades and blades as is. 

~ * 


Sporting Goods Journal ran a 
story of a man who has used the 
same set of golf-clubs for 28 years 
and asked, “Doesn’t this make him a 
Hibernian?” Irishmen will undoubt- 
edly think that this is carrying a 
Scotch joke too far. 

* 


Will Rogers says that conditions 
are really getting bad, because now 
even the people who used to get 
things on credit without intending 
to pay have quit buying. 


* * 


* 


* * 


Harry Clatfelter says that the 
Armour suggestion of baked ham 
for the Halloween party didn’t make 
much of a hit with the kids. The 
idea would have been all right if 
the copy man had only known that 
the classic accompaniment of baked 
ham is sweet potatoes. 

* * 

The Rag Content Paper Manufac- 
turers are doing a lot of advertising 
to convince buyers that rags are 
royal raiment when worn by bond 
paper makers. 

- 


* * 


When will some smart young ad- 
vertising man with department- 
store training sell the Wall-street 
houses on advertising their leading 
issues with the enticing description, 
“Was $100—now $25”? 

* * * 


The advertising of McKinney 
hinges, we are told, gave the prod- 
uct “body and soul.” This does not 
apply to the well-known hinges of 
hell, which have no body, but may 
have a little soul. 

* * * 


E. J. Heimer is beginning to be- 
lieve there’s a trick in advertising. 
He clipped an alluring recipe from 
Bakers’ Helper and suggested that 
his wife try it out. Imagine his em- 
barrassment when she called his at- 
tention to the fact that the recipe 
demanded the use of four barrels of 
flour and 100 pounds of sugar. 


A photo-engraver recently ex- 
pressed astonishment that so many 
plates which could have been or- 
dered weeks before are demanded 
in two hours. The system was orig- 
inated, of course, to justify the 
claim that advertising men work in 
a high-powered, high-pressure busi- 
ness. 

Copy Cus. 


KELLY NAMES 
PRODUCERS WHO 
GET LOGAL RATE 


Tells A. N. A. It’s Unfair 
Competition 


New York, Nov. 20—Specifie in- 
stances of how the local-national or 
retail-general newspaper rate places 
the national advertiser at a disad- 


P. J. Kelly 


vantage were cited by P. J. Kelly, 
advertising manager of the B. F. 
Goodrich Company, Akron, O., be- 
fore the Association of National 
Advertisers at Washington last 
week. 

The association adopted a resolu- 
tion calling the general rate unfair 
competition. 

“R. H. Macy & Co. produce a com- 
plete line of proprietary brands 
which are sold under the Macy label 
and advertised in national maga- 
zines,” said Mr. Kelly. “Marshall 
Field is both manufacturer and job- 
ber. 

“The Great Atlantic & Pacific Tea 
Co. is considered a retailer. It is 
also a substantial manufacturer 
with an annual production of $75,- 
000,000 in several of its own plants. 
A. & P. has made tremendous strides 
in creating a large demand for its 
coffee primarily because it has been 
using considerable newspaper space. 


Saves on Advertising 

“For every million dollars A. & P. 
spends to promote its brands, the na- 
tional advertiser is compelled to 
spend nearly $3.000,000. The basic 
reason why A. & P. undersells the 
national advertiser is not that it can 
produce coffee cheaper, but because 
it can save from 100 to 200 per cent 
on its advertising. And the pub- 
lisher helps the A. & P. undersell 
the national advertiser.” 

Mr. Kelly pointed to the Independ- 
ent Grocers Alliance of America. 
made up of 10,000 retailers and 60 
jobbers, as another case in point. 

“This voluntary association is 
spending between $600,000 and 
$700,000 a year in newspaper adver- 
tising placed through I. G. A. head- 
quarters at local rates,” he said. 

“The J. C. Penney Company 
spends $38,000,000 a year for adver- 
tising, 90 per cent of which goes 
into newspapers. This company spe- 
cializes in its own brands and must 
be considered a manufacturer in 
every sense of the word. Here is 


‘lan organization distributing $200,- 


(Continued on Page 11) 


Expressions received by ADVERTIS- 
ING AGB indicate that the majority 
of advertisers possess more intestinal 
fortitude than they are generally 
credited with. 

A manufacturer of glassware told 
a large part of the story of Amer- 
ican advertising when he said he had 
increased his 1931 appropriation by 
$30,000, with the increase support- 
ing a revolutionary change in the 
advertising of one of his products. 

“We have heard a great deal of 
pessimism as to business next year,” 
this manufacturer commented. “It is 
our hope through advertising expan- 
sions to bring our own business at 
least above the average, whatever 
that may be.” 

The fiscal year of Zenith Radio 
Corporation, Chicago, ends April 30 
and its present advertising program 
will carry through to that date. 

“Therefore we know definitely,” 
said E. A. Petrtyl, advertising man- 
ager of the company, “that the first 
half of 1931 will see no curtailment 
of advertising expenditures and no 
changes in mediums. Zenith will be 
advertised principally through news- 
papers, with a continuation of the 
24-sheet posters and some local 
broadcasting by distributors. 

“While there may be some change 
in appeal, copy will continue to 
stress pride of ownership.” 


Likes Newspapers 


Mr. Petrtyl paid a tribute to news- 
papers, asserting that they possess 
the cardinal virtue of continuity. 

A Cleveland machinery manufac- 
turer said that the 1931 schedule 
would be heavier than that of 1930 
and about the same as 1929. 

A large glass manufacturer said 
that his plans are incomplete, but 
that there would be no important 
changes from 1930. 

A stove manufacturer said he 
would spend slightly more than in 
1930. Some changes in mediums will 
be necessitated by the taking over 
of territory heretofore handled by 
another agency. 

“We have developed a media 
study,” said this advertising man- 
ager, “by which we can weight pub- 
ications with a figure that indicates 


their relative value to us. This has 


Majority Maintain 
Schedules in Fight 
for 1931 Business 


removed so much of the guess-work 
from our selection of mediums that 
we make few changes. 

“We will introduce a new line in 
1931 and we will throw our copy 
behind this new burner and its in- 
crease in speed.” 

R. B. Stowell, advertising man- 
ager of the American Blower Cor- 
poration, Detroit, said that while 
definite plans for 1931 have not yet 
been made, the appropriation would 
be at least as large as in 1930, with 
the probability of an increase. 

The Gilbert & Bennett Mfg. Co., 
Chicago, makers of wire cloth, net- 
ting, etc., said that its consumer 
schedule would probably be reduced 
for 1931, while the business paper 
copy would remain about the same. 

A nationally known refrigerator 
manufacturer said that 1931 plans 
are incomplete, but that the appro- 
priation and mediums will be about 
the same as in 1930. 


Dr. West Plans 

Kenneth Laird, advertising man- 
ager of the Western Company, Chi- 
cago, said that the budget for the 
first half of 1931 on Dr. West’s Tooth 
Brush will show an increase of 37.3 
per cent. The budget for the last 
half will not be made up until the 
second quarter of the year. The 
appropriation for Dr. West’s tooth 
paste has not yet been fixed. 

While general magazines will re- 
main the primary medium, there may 
be more supporting copy in news- 
papers, particularly on the tooth 
paste. 

Another tooth paste manufacturer 
said that if any change were made 
in the 1931 appropriation, it would 
be in the direction of larger expen- 
ditures. 

A manufacturer of agricultural 
implements said the 1931 appropria- 
tion would be about the same as in 
1929 and 1930. 

A manufacturer of hosiery and un- 
derwear said that 1931 plans are still 
in embryo, but that there would be 
no important change either in the 
size of the appropriation or in 
mediums. 

E. D. Quirke, advertising man- 
ager of the Kewanee (Ill.) Boiler 


(Continued on Page 11) 


“Ivy Lee is being dropped from the 
Soviet connections.” 


that he has no Soviet connections. 


in their spring catalog, to be issued 


strains on the human eye. 


No Soviet Connections, Says Lee 
New York, Nov. 21.—The country’s best known publicist has issued a 
reply to Walter Winchell, who reported in his “Daily Mirror” column that 


Standard Oil payroll because of his 


Mr. Lee asserted that each Standard Oil Company has a separate 
payroll; that he has not been dropped from any Standard Oil payroll and 


“Otherwise,” he added, “the statement is correct.” 


Sears, Roebuck Sell Three Pages of Advertising 
Sears, Roebuck & Co., Chicago, have sold three pages of advertising 


January 1. An automobile manufac- 


turer has taken two pages in color, and a printer a third. The catalog has 
a circulation of 7,500,000 and a life of six months. 


Believe It or Not— 

Indianapolis, Ind., Nov. 20.—The largest crowd of the season turned 
out to hear R. T. Sanford, assistant to the publisher of Advertising Age, 
address the Advertising Club of Indianapolis Thursday. 

Mr. Sanford said that many modern type faces impose stresses and 


VINE-6LO COPY 
TO APPEAR IN 
CHICAGO SOON 


Grape Juice Campaign Causes 
Comment 


Fruit Industries, Ltd., which for 
the last month has waged an ag- 
gressive sales promotion campaign 
on Vine-Glo, “the pure juice of Cali- 
fornia wine-grapes,” will extend its 
activities from Milwaukee to Chi- 
cago about December 1. 

The advertising is under the di- 
rection of the San Francisco office 
of McCann-Erickson, Inc. Donald 
D. Conn, managing director of Fruit 
Industries, Ltd., and of the Cali- 
fornia Vineyardists’ Association, re- 
cently paid a visit to Chicago, where 
he went over plans with L. H. 
Fisher, Chicago manager. 
According to the Milwaukee ad- 
vertising, “Vine-Glo, the industry’s 
new name for the pure juice of Cali- 
fornia wine-grapes, is never sold 
through peddlers. 

“It is not stocked in any store. 
But there is a dealer in each neigh- 
borhood—a carefully selected, reli- 
able dealer—who will take your 
order for home delivery—and give 
you our absolute guarantee that it 
must please you—or your money 
back.” 

The advertising explained that 
dealers may be identified by the 
Vine-Glo emblem. 


“Government Created” 


The copy also contained a refer- 
ence to “a great government-created 
co-operative organization.” A story 
from Washington, however, said 
that the Government does not ap- 
prove this type of advertising and 
the Federal Farm Board has ordered 
Fruit Industries, Ltd., to discon- 
tinue such references. 

The Chicago Tribune reported re- 
cently that Chicago racketeers are 
much concerned over the new cam- 
paign and are considering defensive 
measures. 

The Chicago Journal of Commerce 
has published a series of editorials, 
headed “Uncle Sam, Bootlegger.” 
One of these said in part: 


“The federal farm board has given 
the California grape-growers’ co-op- 
eratives a credit which is said to 
total $16,257,750. The three large 
grape-growers’ co-operative associa- 
tions have organized the California 
Grape Control Board, Ltd., which 
will manage a vast grape-selling 
campaign. 
“This campaign is indissolubly 
connected ‘with the loans by the 
farm board. The board is lending 
the money with the idea that the 
grapes can be profitably sold, and 
the board knows the means whereby 
it is intended that they shall be 
profitably sold. 

Joins Hands 
“The California Grape Control 
Board, Ltd., published an advertise- 
ment recently in Produce News, un- 
der the caption, ‘The Government 
Joins Hands with the Grape Indus- 
try.’ 

“For this benevolent assistance 
the motive stated in the advertise- 
ment is a desire to promote the na- 
tion-wide sale of ‘juice-grapes.’ 
Everyone participating in the trans- 
action is fully aware of what ‘juice- 


grapes’ means. It means wine- 
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ADVERTISING AGE 


grapes. ‘Juice-grapes’ is the name 
which, since prohibition, has been 
given to the grapes formerly used 
for wine-making—a practice not al- 
together extinct in the present era. 

“‘Juice-grape sales,’ declares the 
California Grape Control Board, 
Ltd., in its advertisement, ‘will be 
aided through the service of a com- 
petent manager located at New York. 
or Chicago, and ample assistance 
will be given him in other important 
markets. The trade will be con- 
tacted daily and necessary steps 
taken to acquaint all classes of con- 
sumers with their rights under ex- 
isting laws. 

“There will be no authorized fed- 
eral interference with consumers 
who desire to purchase grapes for 
the home manufacture and consump- 
tion of fruit juices. Ample protec- 
tion will be afforded in all cases 
where necessary. Regional repre- 
sentatives will be available to handle 
such cases in co-operation with the 
state and federal governments.’ 


“This is an announcement that ‘all 
classes of consumers’ will be encour- 
aged to violate the prohibition laws 
by making wines in their homes. 
The encouragement will take the 
form of acquainting them with the 
fact that the federal government has 
no lawful means of entering their 
homes to discover that they are 
violating the law. 

“The federal farm board is financ- 
ing a campaign of persuading people 
that violations of the eighteenth 
amendment and the Volstead law are 
safe if committed in the homes, be- 
cause the federal government is de- 
barred from getting evidence. 


“The federal government through 
one agency enforces the Volstead 
law, and through another agency in- 
duces people to violate it. Of all 
the big fellows and master-minds in 
the bootlegging racket, the biggest 
and most masterly at present is 
Uncle Sam himself.” 


Lowell Transfers 


Mortimer Lowell, until recently 
president of Small, Lowell & Seiffer, 
Ine., which merged with the Klepp- 
ner Company, has joined Street & 


Finney, New York, as vice-president. 


STIMULATING DEMAND FOR VINE-GLO 


PORT VIRGINIA DARE & 
TOKAY « MUSCATEL 
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BURGUNDY + CLARET 
SAUTERNE + RIESLING 


Hopkins and Etter 


Appointed by A. F. A. 
President Hodges of the A. F. A. 
has appointed G. W. Hopkins, New 
York, as Governor of the Second 
District. Mr. Hopkins is a former 
president of the Advertising Club 
of New York. 

R. W. Etter, advertising and pro- 
motion manager of the Merchants 
and Planters Bank and Trust Com- 
pany, Pine Bluff, Ark., has been 
made Governor of the Seventh Dis- 
trict. 


500 Newspapers Carry 
Standard Oil Copy 


Full pages in 200 dailies and half 
pages in 300 smaller weeklies and 
dailies are being placed by Batten, 
Barton, Durstine & Osborn, New 
York, to feature the new Socony 
motor oil of the Standard Oil Com- 
pany. C. E. T. Scharps is account 
executive. 


Two for Blaker 


The Blaker Advertising Agency, 
New York, will handle advertising 
of the Frink Corporation, effective 
January 1, and that of the National 
Steel Fabric Company, beginning 
December 1. 


The Buying Power 
Is Here... 


Awaken the Will 
With -OUTDOOR” 


To hold sales levels 


ceaseless repetition in advertising is absolutely 


necessary. 


Outdoor Advertising presents that cease- 
less, unrivalled repetition at the lowest possible 


cost. 


It repeats — and repeats — and repeats! 
Dominantly — pleasantly —con- 


sciously — successfully! 


Im Detroit, a representative showing of post- 
ers enjoys a circulation of 6,600,000 every 
twenty-four hours, presenting a repetition of 
your solicitation to the buying power of the 
Detroit Market of from five to ten reminders 
per day to each prospect. 


Hf this is not bona fide persistence, what is? 


The low cost of this Outdoor repetition to 
the masses is an inadequate amount for daily 
dominance through any other medium. 


Consumer demand can be successfully 
developed economically in Detroit through 


Outdoor Advertising. 


WALK ER& Co, 


Throughout Michigan 


in a buyers’ market, 


J.T.H. Mitchell, 
Head of Agency, 
Dies Suddenly 


New York, Nov. 20—John T. H. 
Mitchell, president of the advertis- 
ing agency of Lennen & Mitchell, 
Inc., died suddenly of heart disease 
at his home here Monday, at the 
age of 55 years. 

After funeral services at the resi- 
dence Tuesday afternoon, Mr. 
Mitchell’s body was taken to Ur- 
bana, O., for interment. 

Born at Urbana in 1875, Mr. 
Mitchell received his early training 
in the advertising field under the 
tutelage of Charles Austin Bates at 
Chicago. Resigning this connection, 
he formed an agency of his own 
under the name of J. T. H. Mitchell, 
Inc., which he headed until 1924. 
In that year Mr. Mitchell and 
Philip W. Lennen organized Len- 
nen & Mitchell, Inc., with headquar- 
ters in New York. 

Prominent in advertising circles 
both in New York and Chicago for 
several years, Mr. Mitchell was close- 
ly identified with many national ad- 
vertisers, and enjoyed the reputation 
of being a copy writer of consider- 
able skill. 

Accounts which he handled in- 
cluded the P. Lorillard Company, of 
New York, manufacturers of Old 
Gold cigarettes and several other 
well known brands; the Elgin Na- 
tional Watch Company, of Chicago; 
Bauer & Black, of Chicago; the 
Hupp Motor Car Corporation, of 
Detroit; the International Silver 
Company, of Meriden, Conn., manu- 
facturers of Rogers Brothers Silver- 
plate; the Remington Rand Business 
Service, Inc., of Buffalo; the 
Scripps-Howard Newspapers, and 
others. 


Seaman Buys Interest 


in Glassine Company 
George M. Seaman, president of 
the Seaman Paper Company, has 
bought an interest in the Deerfield 
Glassine Co., Monroe Bridge, Mass., 
and become chairman of the board. 
The Seaman Paper Company will 
act as exclusive fill agents for the 
Deerfield company. Sales offices have 
been moved to Seaman quarters in 
New York and Chicago. 


British Electrical Market 


The Bureau of Foreign and Do- 
mestic Commerce has issued Trade 
Information Bulletin 730, “The 
British Market for Domestic Elec- 
trical Appliances.” 

It may be secured from the Super- 
intendent of Documents, Govern- 
ment Printing Office, Washington, 
D. C., for 10 cents. 


Publish Retail Study 


“Mortality in Retail Trade,” an 
analysis of the entrances into and 
exits from the independent retail 
grocery, drug, hardware and shoe 
trades in Buffalo from 1918 to 1928, 


{by Edmund D. McGarry, Professor 


of Marketing, University of Buffalo, 
is now available in book form. 


Joins Combination 
Excitement has taken the place of 
Sea Stories in the Street & Smith 
Combination, New York. 


PUBLIC ALWAYS 
SLOW TO GRASP 
NOVEL IDEAS 


“Halitosis” Illustrates Point, 
Says Seagrove 


New York, Nov. 20—Among things 
which advertising veterans know is 
that no idea, no matter how novel 
or startling, is grasped quickly by 
a large part of the public. 

Gordon Seagrove, vice-president of 
Lambert & Feasley, Inc., local 
agency handling the account of the 
Lambert Pharmacal Company, made 
this clear in an address before the 
Drug and Toilet Goods Group at a 
meeting at the Advertising Club of 
New York. 

After the halitosis theme had been 
hammered at for some time, Mr. 
Seagrove explained, he visited Rob- 
ert L. Lund, general manager of the 
Lambert company, at St. Louis. As 
they were walking down the street 
discussing the striking success of 
this note, Mr. Lambert pointed to 
four men and offered to bet that not 
one of the four could explain the 
meaning of “halitosis.” 

Mr. Lund accepted with alacrity 
and Mr. Seagrove approached the 
group and asked them about it. He 
won his bet. 

Another Wager 

He then made a bet with Mr. Lund 
that not one-half of the employes of 
the Lambert company could satis- 
factorily explain the meaning of 
halitosis, and again Mr. Lund ac- 
cepted, this time supremely con- 
fident that he would win. And yet, 
when questionnaires sent to employes 
were returned, it was found that 
Mr. Seagrove again had won. 

The strange part of it was that 
many of these employes were en- 
gaged every day in packaging Lis- 
terine, on the label of which the 
word “halitosis” appears. 

“The average advertising man be- 
lieves the success of Listerine has 
been almost entirely due to the hali- 
tosis idea,” Mr. Seagrove said. 

“This is not true. From Septem- 
ber, 1926, until August, 1927, we 
conducted a campaign without using 
this word in any of our advertising, 
and we made a larger profit than 
during any corresponding period in 
the history of the company. 


Present Method 


“As a result of this experience we 
are now spending only about one- 
third of our appropriation on the 
halitosis appeal, and the other two- 
thirds in advertising in which the 
term is not even mentioned.” 

In conclusion Mr. Seagrove said: 

“The idea was courageously un- 
dertaken by Gerard Lambert, and 
brilliantly executed by the late Mil- 
ton Feasley.” 

Mr. Seagrove told ADVERTISING 
AGE following the meeting that Lis- 
terine tooth paste has been an even 
greater success than Listerine. He 
believes it to be exceeded in sales 
only by Colgate’s. 

It has risen to second place in its 
field in spite of the fact that it en- 
tered a crowded market only four 
years ago. 


Winter Golf League 


Shoots January 24 

The Winter Golf League, oldest 
trade golfing association in the 
country, will hold its 26th annual 
tournament at Augusta, Ga., Jan- 
uary 24-31. 

The Winter Golf League was 
formed by Frank Presbrey, New 
York advertising agent, with 55 
charter members. About 200 now 
participate in the annual tourneys. 

Carl Percy is president; R. P. 
Clayberger, vice-president; D. L. 
Hedges, treasurer, and William A. 
Sturgis, secretary. 


Stern with Agency 
After twelve years with Women’s 
Wear, Bernard Stern has become an 
account executive with the Carlysle 
Company, New York agency. 


The subtle thing about hali- 
tosis (unpleasant breath) is 
that the person so afflicted 
usually is not conscious 

it herself. 

Yet there's a simple precau- 
tion that anyone may take 

used r 


—Listerine egularly 
as a mouth wash and gargle. 


Early Halitosis copy—the time, 
shortly after the war. 


Limited Number 
of Good Dealers 
Sheaffer Policy 


The sensational success of the W. 
A. Sheaffer Pen Company, Ft. Mad- 
ison, Ia., which started in 1918 as 
one of 57 manufacturers of pens, 
and is now leading the field, was 
outlined in terms of its advertising 
and merchandising methods by Carl 
K. Hart, advertising manager, at a 
meeting of the Chicago Advertising 
Council November 20. 


That the Sheaffer company has 
contributed to the industry as a 
whole was indicated by Mr. Hart’s 
statement that while the pen busi- 
ness in 1913 did $6,000,000 of busi- 
ness, its volume has now risen to 
over $40,000,000 a year, of which 
Sheaffer does 28 to 33 per cent. 

The dealer policies of the com- 
pany, as explained by Mr. Hart, are 
unusually interesting. Instead of 
trying to get all of the 125,000 retail 
outlets, the company has tried to 
select the best dealers and to con- 
centrate its efforts on them. It has 
25,000 dealers, and nearly half of 
them carry no other pen line. 


In its trade advertising, Mr. Hart 
said, the dealer is urged to concen- 
trate on a single line, Sheaffer or 
some other, for his own profit. The 
average dealer carries from five to 
eight lines. 


Get Good Dealers 


“We would rather have a smaller 
number of dealers doing a larger 
volume of business,” he explained, 
“than a great many handling a 
mediocre volume. It is better for 
us and better for the dealer.” 


Mr. Hart told how new ideas are 
introduced into the advertising. The 
product itself has been developed, 
through the introduction of desk 
sets, ensembles, etc., so as to give 
the dealer a larger unit sale. In 
1913 the average sale was $3 and 
now it is $6.50. The development of 
the life-time guarantee, balance and 
other features connected with the 
product have supplied plenty of ad- 
vertising and merchandising ideas. 

Mediums have been another fer- 
tile source of ideas. When the com- 
pany first began to advertise nation- 
ally in 1918, it was possible to daz- 
zle the dealer with advertising port- 
folios, but this is no longer true, Mr. 
Hart said. The four-color newspaper 
rotogravure advertising plan used 
by Sheaffer, first described in AD- 
VERTISING AGE, was given by Mr. 
Hart as an example of the new ideas 
which can be developed from the 
mediums employed. 

Surveys have enabled the com- 
pany to get hold of live ideas. For 
example, a survey of the desk field, 
showing 5,000,000 in use by business 
men, indicated the extent of the 
desk-set field. Other surveys showed 
that 19 per cent of home desks had 
been equipped with pen sets. 

Mr. Hart exhibited a number of 
charts of Sheaffer advertising which 
showed that the advertising expendi- 
turs had been expanded along with 
the sales volume, thus supplying 
constantly increasing appropriations 
with which to carry out the mer- 
chandising ideas of the Sheaffer 


company. 
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ADVERTISING AGE 


LITTLE PROFIT 
IN GAR FIELD, 
EXPERT AVERS 


Hoffman Addresses Finance 
Companies 


The Studebaker Corporation of 
America recently adopted the de- 
partment store idea of “shopping” 
competitors, Paul G. Hoffman, vice- 
president of the company, told the 
National Association of Finance 
Companies in Chicago this week. 

These investigators were instruct- 
ed to say that they had made up 
their minds to buy from the dealer 
who offered them the most for their 
old car. Only 25 per cent of the 
dealers made a determined effort to 
sell a new car, the others immedi- 
ately succumbing to the idea that 
the amount of the trade-in allow- 
ance should control the transaction. 

“This proves,” said Mr. Hoffman, 
“that the public is smarter than 
we are. If dealers cannot organize 
themselves to sell new cars at a 
profit, how can they expect to make 
money on used cars, parts, service 
and accessories? 

“More than 18,000,000 passenger 
cars have been sold in the United 
States in the past five years. On 
that volume, dealers should have 
realized a net profit of 5 per cent 
or $750,000,000. The truth is that 
not more than $250,000 went into 
the profit column. 


Contributing Factors 


“The factors contributing to these 
lost profits are undue forcing of new 
cars by manufacturers, too liberal 
consumer credit, lack of dealer 
capital, dealers’ inability to organ- 
ize, inefficiency of marketing effort 
by dealers and lack of inventory and 
expense control.” 

The National Association of Fi- 
nance Companies will send a com- 
mittee to Washington to get the 
views of Government officials as to 
how the organization can most ef- 
fectively stimulate distribution of 
commodities to the public. 

The association also decided to 
aid distribution of farm products 
wherever possible. It is understood 
that credit terms to farmers for the 
purchase of new equipment will be 
liberalized. 


Plenty of Credit 

“The extension of credit to the 
consumer has by no means reached 
an end,” Rome C. Stephenson, presi- 
dent of the American Bankers’ Asso- 
ciation, told the finance men. 

“If the individual, as distinguish- 
ed from the group, continues to en- 
joy a wide margin of earnings over 
living expenses, consumer credit 
will continue to be offered in ever 
increasing amounts and with such 
safeguards as will be found neces- 
sary. 

“While America has gone further 
in achieving economic independence 
than most countries, it is today 
plunged into a depression which is 
caused in part by unstable credit 
conditions in other parts of the 
world. 

“The extension of consumer credit 
in the United States is favored by 
the margin between earnings and 
the cost of living. In this country 
subsistence requires only 30 per 
cent of the average income, allow- 
ing a margin of 70 per cent for 
housing, material and creature com- 
forts and for cultural advancement. 

“In Europe from 60 to 70 per 
cent is required for subsistence, 
leaving but 30 to 40 per cent for 
other ends. In Asia, 80 to 90 per 
cent of earnings is required for sub- 
sistence.” 


Agency for Potatoes 


Kahnspotato, Inc., Pocatello, 
Idaho, has appointed the Charles 
C. Green Advertising Agency, New 
York, to direct its advertising in 
New York City newspapers. Radio 
will also be used. 


Directs Clock Copy 


J. A. Lowden has become adver- 
tising manager of the Hammond 
Company of Canada, Toronto. He 
was formerly advertising manager 
of the De Forest Crosley Radio 
Company. 


Leaves Pick-Barth 
Richard Ratner has resigned as 
president of Albert Pick-Barth 
og “ade Chicago, effective Decem- 
er 31. 


Drive on Skylights 


Hurja, Chase & Hooker, Inc., Chi- 
cago, is using direct mail and archi- 
tectural papers for the American 
Skylight Co., manufacturer of ven- 
tilating and steel-lead skylights. 


Smith Turns Writer 


Former Governer Alfred E. Smith, 
of New York, will provide a series 
of weekly newspaper articles for the 
McNaught Syndicate in 1931. 


In Direct Mail Field 


J. McL. Shepperd, former assist- 
ant editor of Air Travel News, has 
become a contact-copy man with the 
E. W. Husen Company, direct mail 
firm of Detroit. 


Get Community Account 


The advertising account of Puget 
Sounders and British Columbians, 


Inc., Seattle, has been placed with- 


Milne, Ryan & Gibson, of that city. 


Radio for Overalls 


M. Glen Miller, Chicago, will use 
radio in Mid-western territory for 
the Wayne Overall Co., Fort Wayne, 
Ind. Direct mail and business papers 
also will be used. 


Promoted by Agency 


Arthur Olney, who recently joined 
thé Daken Agency, Seattle, has been 
appointed head of the direct mail 
department. 


No. 37 of a Series 


COMPLETE 


IN the far off and happy Spring days of 
1930, the aiz was clogged with clamor over the Dollar 
Books. The Dollar Books were announced, printed and 
marketed. What success they have had is no part of this 
discussion. Good books are still selling in quantities at 
$2 and $2.50. 


But Dollar Books are not the farthest North in low cost for 
good reading. Scribner's Magazine had announced its 
$5,000 contest before Dollar Books became, for a 
moment, a “national issue”. The full fruits of the $5,000 
contest are now evident. Since August, Scribner’s has been 
publishing a novel in each issue, COMPLETE. 


e@® @ 6 


The contest was announced in April, and manuscripts 
started coming immediately. When it closed on Septem- 
ber 20, a total of 1,672 had been submitted. Many of 
them came from Europe. They were from famous authors 
and unknowns. One manuscript from California arrived 
badly burned, suffering the effects of an air mail journey 
in which the plane had come down in flames. As this is 
written, eight readers are going over the manuscripts 
with painstaking care. “Lesby”, the COMPLETE novel 
in December Scribner’s is the work of Elizabeth Willis, of 
Arcadia, California, hitherto entirely unknown in the gen- 
eral writing field. Another novel soon to appear is the work 
of Carroll Robb, casualty insurance salesman of Richmond 
Hill, Long Island, N. Y. Mr. Robb was stimulated by the 
contest to do his first writing. Once started he turned out 
three stories, which he submitted. One, an amazing piece 
of writing, was accepted and will appear COMPLETE ina 
forthcoming issue. In a few weeks it will be possible to 
announce the winner of the $5,000 award. The publica- 
tion of the other stories will continue each month, 
COMPLETE in each issue. 


These novels have power, distinction of writing, and 
strength of story quality. Those already appearing have 
been “’S. S. San Pedro” by James Gould Cozzens, a story 
of the sea ; “Many Thousands Gone” by John Peale Bishop, 
a story of the Civil War; “One Way of Love” by Grace 


i sia 


NOVEL? 


Flandrau, a story of two white men in Africa;““Hard Wood” 
by W. R. Burnett, a story of early Ohio days; and “Lesby” 
by Elizabeth Willis, the story of a Canadian farm. They are 
the kind of stories which would appear between covers 
for $2 and be reviewed seriously by the critics. 


The COMPLETE novels are in addition to the regular 
Scribner’s articles and short stories. You may get four 
novels for $4 if you patronize the Dollar Books, but for 
the same $4 you can get twelve issues of Scribner's with 
twelve COMPLETE novels, at least 30 short stories of 
distinction, at least 25 poems, and at least 85 articles of im- 
portance by the finest writers and thinkers of the country. 
In short, you get a total of approximately 152 Scribner's 
features (this is conservative; the number will run higher). 
That figures out at a cost of 2 3/5 cents for each feature. 
For 2 3/5 cents you may buy a COMPLETE Scribner’s 


novel of high merit! 
e® @ 


ca 


If you wish to begin with the first of the COMPLETE novels, 
ask that it start with August, 1930. Otherwise your first 
copy will be December Scribner's. If you feel at any time 
that Scribner's is not what you want, you may cancel your 
subscription and receive a proportionate refund. This re- 
fund offer is a startling departure but has been warranted 
by results. Scribner's is offering the greatest bargain in 
the history of quality magazines and it has been recog- 
nized as such by thousands of new readers. 


LS A ae A NS NE 


Cwaries Scrisner’s Sons, Publishers of Scribner's Magazine 
Scribner Building, Fifth Ave. at 48th Street, New York City 


Gentlemen: Enter my order for Scribner's Magazine 


for 12 months. 


Please send bill . . . 
Check for $4.00 enclosed [| 
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Street 
City. 
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Why the Railroads Must Advertise 


All of the conditions seem to point 
to a very considerable increase in 
the volume of railroad advertising. 
They have the goods, but they need 
better merchandising and better 
presentation of them to the public. 
They not only should but must ad- 
vertise. 

Some of the big roads, like the 
Pennsylvania, the New York Cen- 
tral and the Baltimore & Ohio have 
been advertising, and doing a good 
job of it, except that it has always 
seemed queer to this observer that 
the only product the railroads have 
considered worth advertising is pas- 
senger service. In view of the ob- 
vious fact that the principal reve- 
nues of the railroads come from 
freight tonnage, a few kind words 
might profitably be spoken in behalf 
of the latter business. 

The railroads have been suffering 
from too much competition on the 
one hand, and too much regulation 
and misunderstanding on the other. 
Thus they need a better set-up for 
competitive action, and at the same 
time more sympathetic understand- 
ing of their situation on the part of 
the general public and their repre- 
sentatives at Washington and in the 
state legislatures. Here again ad- 
vertising may supply a part of the 
answer. 

The railroads will probably make 
their facilities more attractive to 
buyers by regarding themselves less 
as operators of railway lines than 
as purveyors of transportation serv- 


ice. The longer they insist on being 
just railroads, and nothing more, the 
better showing their competition will 
make. 

Announcement has been made that 
the lines serving New York are 
going to offer store-door delivery 
through arrangement with express 
That is a step in the 
They can take a 
number of similar steps elsewhere, 
with the ultimate objective of mak- 
ing it not only economical to use the 
railways, but convenient as well. 

Some of the Western roads have 
been carrying on a co-operative cam- 
paign directed to the farmers, and 
this is credited with actually chang- 
ing sentiment in the'farm belt, 
where radical opinions with refer- 
ence to the carriers formerly flour- 
ished. That kind of advertising, ad- 
dressed primarily to business men 
and secondarily to the general pub- 
lic, ought to be extended. The rail- 
roads need not merely friends, but 
informed and _ intelligent opinion 
exerted in their behalf. Advertis- 
ing can help to create it. 

The railroads are accused of being 
in a languishing industry. We do 
not believe that it will ever be pos- 
sible to get along without them. But 
the profitable operation of railroads 
in the future will demand not merely 
efficient management on the tech- 
nical side, but merchandising brains 
and a definite policy of keeping the 
public informed. 
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There Are Slogans and Slogans 


ADVERTISING AGE recently re- 
ported that the Save-the-Surface 
campaign, which has been running 
for a number of years in behalf of 
the paint and varnish industry, is to 
be discontinued for lack of funds. 

Probably there was no reflection 
on the campaign(nor the results, and 
yet it is fair to asstme that enthu- 
siasm regarding the efforts to inter- 
est the public in saving surfaces was 
not wildly rampant. The cosmetics 
industry seems to be the only one 
which has accomplished any mir- 
acles in this particular direction. 

The fact is that saving the sur- 
face is only one of the functions of 


paint and varnish and other finishes, 
and applies mainly to exteriors. If 


saving the surface were the only 
thing to be accomplished through the 
use of materials of this kind, there 
would be little interior work, and 


duPont and Sherwin-Williams would 
be able to operate on a less ambi- 
tious production basis than at pre- 
sent. 

Beauty is the key-note of many 
modern merchandising appeals, and 
beauty in decoration is actually the 
theme which paint and varnish 
manufacturers have found most ap- 
pealing, whether directed to the 
housewife or the manufacturer with 
something to sell to the public. The 
powerful appeal of color is the basis 
of many of the most successful cam- 
paigns of today. 'y 

“Clean Up and Paint Up,” Allen 
W. Clark’s slogan, seems to us to be 
a decided imprnvement over “Save 
the surface.” At all events, the 
paint and varnish industry might 
well study the slogan question more 
carefully before embarking upon 
another campaign. 


Information 


for Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertising manager or 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE: 


185. 


The Great 
Agriculture. 

This reprinted article by Charles 
F. Collisson, agricultural editor of 
the Minneapolis Tribune, is replete 
with figures on total farm income in 
Minnesota, Montana and the Dako- 
tas, which has increased 71 per 
cent in the past 8 years. Income 
per farm has increased 70 per cent. 
This expert tells why. An unusual 
feature is the comparison of farm 
prices with commodity prices. The 
reprint is accompanied by an A. N. 
P. A. Standard Market Survey Form 
of Minneapolis, also published by 
the Minneapolis Tribune. 


186. Steel—Basiec to Industry. 


Everybody knows that steel is one 
of the great basic industries, but 
few know why. The Penton Pub- 
lishing Company gives the facts in 
readable fashion in 32 pages. It 
also tells how this 17 billion dollar 
market is divided. 


187. A Pictorial Survey of the Ho- 
tel and Restaurant Markets. 


Two big sections of the enormous 
institutional market are here pre- 
sented in interesting style in a 36- 
page booklet. The contents include 
number and distribution of hotels 
and restaurants, buying methods, 
sales methods, etc. Issued by the 
Ahrens Publishing Company, New 
York. 


188. A Market Analysis of the Res- 
taurant Industry. 


This 32-page booklet is announced 
for publication December 15, 1930, 
and will contain information on the 
three sections of the restaurant mar- 
ket—dining-rooms, kitchens and food 
supplies, with details as to the mar- 
ket for each product. Patterson Pub- 
lishing Company, Chicago. 


178. The Big Little 
Nebraska, 


The sub-head of this booklet is- 
sued by the Nebraska Farmer is 
“Where a million-dollar retail vol- 
ume is average for a town of 840 
people and 80 per cent of that vol- 
ume comes from the farmers.” 

The booklet analyzes sales in 
every Nebraska town of importance, 
dividing them into local sales and 
volume derived from farmers’ buy- 
ing. The total business is further 
divided into commodities, which 
gives every manufacturer the op- 
portunity of figuring potential sales 
of his product. 


Come-Back of 


Towns of 


179. How Many Architects? 


The question is asked and ans- 
wered by Architecture in a folder 
which tells the story. The point is 
that there are less than 12,000 prac- 
ticing architects, representing close 
to a 3 billion dollar market. Thus, 
“the largest industry in America 
(excepting only agriculture) can be 
blanketed at an absurdly low cost.” 


180. A Man, a Black Panel, a Steel 
Spire. 

Columbia Broadcasting System, 
Inc., is now the largest single net- 
work in radio, according to this 
folder from that company. Columbia 
paints the radio picture with broad 
strokes and pokes a little fun at 
the man who insists that the new 
baby stand still long enough to be 
measured. 


182. The Church Builder. 


An annual supplement published 
by the Christian Herald, New York, 
for the guidance of architects, con- 
tractors, church planning commit- 
tees and all advertisers of building 
materials and equipment desirous of 
selling the church market. Included 
in the 72 pages are photographs, 
plans and specifications of many 
of the newest and finest church 
buildings. 
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—Judge 


“Boy! Will you get me a can of Edgeworth, please?” 


Voice of the Advertiser 


Should Price Be 
of Complete Unit? 


To the Editor: In your issue of 
November 8 you reprinted an article 
written by Carl F. Widney, of Lord 
& Thomas and Logan for an oil 
burner magazine and I thought you 
might be interested in hearing the 
full story of this debate. 


The subject was first opened up 
by Oil Heat in its October, 1930, 
issue, with an editorial questioning 
the wisdom of advertising the price 
of an incomplete product. 

At the same time we ran an 
article prepared by a potential oil 
burner purchaser who was some- 
what disgruntled at finding that the 
advertised price did not include a 
complete operating unit, but that 
there were some necessary acces- 
sories which had to be paid for also. 


Many of the leaders in the indus- 
try take a directly opposite stand 
from that of Mr. Widney, contend- 
ing that when many prospective 
purchasers find that the advertised 
price is only part of the total cost, 
they become disgusted and sales are 
lost. 

An editorial in Electric Refrigera- 
tion News questions the practice of 
advertising refrigerators f. o. b. 
Detroit, since the purchaser can- 
not buy them at the price advertised. 


Also one of the leading automobile 
manufacturers is advertising a de- 
livered price, instead of f. 0. b. De- 
troit, which points to a possibility 
of dissatisfaction with the old prac- 
tice by the public. 

M. BALE 
Oil Heat, New York 


* * * 


Wanamaker Tells When 
Copywriter Is Great 


To the Editor: The controversy 
(2?) regarding “50 good advertising 
copywriters” reminds me of the 
question that a smart-aleck school 
mate once propounded to me, name- 
ly, “Why is a cow?” 

What is a good copywriter? Some 
people claim they know hundreds of 
them while a man in the adver- 
tising profession says there are only 
ten. Another fellow says there are 
two and when he and the other one 
get together, he is able to give No. 
2 quite a few ideas. 

In my humble opinion, the copy- 
writer who accomplishes what he 
sets out to accomplish is a great 
copywriter, regardless of whether 
the professionals think he is or not. 

If I had a man on my staff who 
figured out (assuming that he fig- 
ured aright) that by simply stat- 
ing, “Everybody who has a Majestic 


radio is doing a service to mankind,” 
we could sell two or three hundred 
more sets a day, I would say that 
he is a great copywriter. 

Of course, not knowing what he 
had accomplished, there would be 
howls of derision from everybody 
who pretends to be an expert. 

DUANE WANAMAKER 

Vice-Pres., Grigsby-Grunow Co., 

Chicago 


* * * 


Buyer Best Judge 
of Advertising Copy? 

To the Editor: Out here in the 
sticks there is a copywriter in a jay- 
hawk village who splits infinitives 
and gets a back-yard odor into his 
copy. BUT it sells. 

The hoity-toity verbal _ hors 
d’oeuvre of some of the suspected ex- 
perts makes this chap’s stuff look 
ridiculous, but he talks the language 
of the folks he addresses. 

After all, the judges of good copy 
are those who respond to it. 

The trouble today is that the aver. 
age copywriter never seems to go 
anywhere except home and the of- 
fice. I don’t believe 50 copywriters 
grasped the significance of the pop- 
ularity of Abie’s Irish Rose—a pop- 
ularity as astounding in the cities as 
in the towns. 

Louis G. DE ARMAND 
Davenport, Iowa 


* * * 


Display Plan Was 
Mr. Weitlauf’s Work 


To the Editor: The plan of group- 
ing classified advertisements under 
a display head, as described in Ap- 
VERTISING AGE of November 1, was 
not originated by me, but by J. L. 
Weitlauf, of the Chicago office of 
Commercial Investment Trust. 

G. M. Bear of the National Bond 
& Investment Co., and L. C. Herrick, 
of Walter Heller & Co., helped pro- 
mote the idea among finance com- 
panies. 

Epwarp H. Brown 
E. H. Brown Adv. Agency, 
Chicago 


* * * 


All Alike 


To the Editor: One of the first 
principles in our business is, and 
always has been, to treat everyone 
alike. 


The small retailer receives calls 
from our representatives just as 
often as the large one does. 

H. L. WEBSTER 

Wm. Wrigley Jr. Co., Chicago 
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November 22, 1930 


ADVERTISING AGE 


Name Representatives 

The Eureka Springs (Ark.) 
Times-Echo has appointed Arkansas 
Dailies as national advertising rep- 
resentatives. 
. The Valdosta (Ga.) Times has 
placed its national representation 
with Frost, Landis & Kohn. 

The Belvidere (Ill.) Republican 
has appointed Inland Newspaper 
Representatives, Inc. 


“Times” Discontinued 

Publication of the Santa Ana 
(Cal.) Times has been discontinued 
by the Santa Ana Register, which 
recently bought the paper. 


Has Metallic Rate 


The New Yorker has announced 
rates for printing in metallic inks, 
including aluminum and gold. 


No. 20 


IN A SERIES OF 
Information Bulletins 


ON THE ARCHITECTURAL PROFESSION 


CERTAIN architect in 

one of the large cities is 
retained on an annual fixed fee 
just to keep his client from 
foolish spending. The client is 
a big department-store. Its di- 
rectors call in this architect 
and tell him they are thinking 
of buying another half block to 
extend their store. His reply, 
after a study of the problem, is 
that they should do nothing of 
the kind; an alteration here, a 
readjustment of departments 
there, the addition of a floor or 
two on the present building, 
with better elevator service, 
will achieve the expansion re- 
quired at one-tenth the cost. 
Like the Chinese doctors, such 
men are employed primarily to 
keep the patient well, and only 
secondarily to heal him when 
he is ill. 


We have put some facts of 
this kind into a little booklet, 
“This Man, the Architect.” 
We shall be glad to send a 
copy of this upon request, 
without charge, to anyone 
who is interested. Please en- 
close a self-addressed stamped 
envelope. 


lo Ag ee 


Publishers of 


ARCHITECTURE 


— the professional journal —and 


of books on architecture 


A member of the National Shelter Group, the 
Audit Bureau of Circulations and the Associated 
Business Papers, Ine. 


! 
’ CHARLES SCRIBNER'S SONS 4 
; 597 FIFTH AVE., NEW YORK J 


Please send without charge a copy of J 
‘*‘This Man the Architect’’ } 


be ee 


COURT DEFINES 
BASIS FOR LAW 
ON TRADE-MARKS 


Primarily for Protection of 
Public 


Washington, D. C., Nov. 20—The 
Commissioner of Patents upheld the 
decision of the Examiner of Inter- 
ferences that “Chuckles,” as a trade- 
mark for candy, is the property of 
the Fred W. Amend Company. The 
opposition was provided by the 
Ward-Owsley Company, which con- 
tended that it bought the trade-mark 
from the National Candy Company. 

The Commissioner ruled that 
“there is no evidence that any prop- 
erty passed from the National 
Candy Company to the Ward-Owsley 
Company. 

“It is well settled law that ‘a 
trade-mark cannot be assigned, or 
its use licensed, except as incidental 
to the transfer of the business in 
connection with which it has been 
used.’ ”’ 

The reason for this law was set 
forth by the Court of Appeals of the 
District of Columbia, quoted as 
follows: 


Purpose of Mark 


“The purpose of the trade-mark 
law is as much for the protection of 
the public as for the manufacturer 
or dealer. The public has a right to 
know the origin of goods and com- 
modities which it purchases. 

“The public comes to recognize 
commodities designated by a particu- 
lar mark as the product of a certain 
dealer and as containing certain 
characteristics and qualities. 

“If the owner of a mark be per- 
mitted to sell it, unaccompanied by 
the business by which it has become 
known to the trade, for use on goods 
of the same general class, but pos- 
sessing different characteristics and 
qualities, one of the purposes of the 
law has failed and a fraud upon the 
public sanctioned.” 

The United Drug Company, owner 
of many marks including “Rex” as 
a prefix or suffix, won its fight 
against registration of “Ointrex” by 
the Rex Research Corporation. 

The testimony developed that the 
United Drug Company spent be- 
tween two and three million dollars 
per year for advertising in 1927, 
1928 and 1929. 

“In view of the extent of use by 
the company of marks built upon 
or around this syllable ‘Rex,’” said 
the decision, “it is not seen why the 
applicant should have adopted the 
same syllable in its mark upon goods 
of this character. If there is doubt, 
it must be resolved against the new- 
comer. It is believed confusion of 
origin is probable.” 


Newspaper Men Honored 
by Press Association 


Twelve noted newspaper makers 
were honored by the Illinois Press 
Association November 21 when eight 
busts were unveiled in the organiza- 
tion’s Hall of Fame in the Univer- 
sity of Illinois auditorium. Four 
others are uncompleted. 

The list includes Henry W. Clen- 
denin, Illinois State Register; Elijah 
P. Lovejoy, Alton Observer; William 
O. Davis, Bloomington Pantagraph; 
Joseph Medill, Chicago Tribune; Ed- 
ward W. Scripps, founder of the 
United Press; Henry M. Pindell, 
Peoria Journal-Transcript; Simeon 
Francis, Illinois State Journal; 

Victor F. Lawson, Chicago Daily 
News; Melville E. Stone, founder o 
the Associated Press; John W. Clin- 
ton, editor and historian; David W. 
Barkley, Fairfield, Ill., and John W. 
Bailey, Princeton, Ill. 


Gets Ehrich Account 


The Ehrich Galleries, New York, 
have appointed the Hazard Adver- 
tising Ckeperatinn, of that city, as 
advertising counsel. The same agency 
will direct the advertising of Mrs. 
Ehrich, antiques and interior deco- 
ration. 


Goodyear Builds 
World’s Largest 


Pneumatic Tire 


Los Angeles, Cal., Nov. 22—The 
world’s largest pneumatic tire is be- 
ing circulated in the West by the 
Goodyear Tire & Rubber Company. 

It is 72 times as large as the ordi- 
nary every-day tire, being 12 feet in 
height and four feet in width. With 
its wheel it weighs about a ton. The 
tube alone tips the scales at 125 
pounds. 

Three months were devoted to its 
building, and 45 minutes are re- 
quired for inflation to the pressure 
of three pounds. Tire and tube are 
valued at $5,000. 

According to a statement in the 
Van Fleet and Durkee magazine, if 
a motor car were built in propor- 
tion to this huge casing, “its wheel- 
base would be approximately 576 
inches. Such a vehicle could com- 
fortably seat 350 passengers. It 
would serve admirably for any Brob- 
dingnagian family that Mr. Gulliver 
may or may not have seen in his 
travels. 

“Yet, despite these astonishing fig- 
ures, it has been predicted by air- 
plane manufacturers that the day 
will arrive when its employment on 
Leviathans of the air will be prac- 
tical.” 

The Goodyear tire has already 
rolled over 26,000 miles. 


Wagon Delivery 
for New Brands of 
Chase & Sanborn 


New York, Nov. 20—Standard 
Brands, Inc., is introducing six new 
brands of Chase & Sanborn bag and 
bulk coffee, which, with its dated 
coffee, will cover the entire popular 
price range. 

“This merchandising plan,” said 
the company’s announcement, “is 
designed to carry out the recom- 
mendations of the United States 
Chamber of Commerce, following 
the recent department study of re- 
tail coffee distribution, that dealers 
carry a small number of varieties, 
have a quick turnover with fair 
profit and make frequent purchases 
from as few sources of supply as 
possible. 

“Using its nation-wide wagon de- 
livery system, built up in 62 years 
of Fleischman’s yeast service, Stand- 
ard Brands will distribute all of 
these brands to retailers twice a 
week. Making strictly fresh coffee 
available in all the price grades will 
be an innovation in the trade.” 

Travers Smith is sales manager 
of Chase & Sanborn coffee. 


Underwood & Underwood 


Announce New Process 


Underwood & Underwood have an- 
nounced a new process of combined 
photography and printing, designed 
to reduce the cost of photographic 
displays. 

“Photoprint,” as it is called, makes 
it possible to reproduce photographs 
on any stock. The cost is less than 
for photographic prints and higher 
than for half-tone printing. 


GOODYEAR TIRE OUT FOR A SPIN 


Advertising Post 
Asks Bonus Payment 


Advertising Post No. 38, American 
Legion, Chicago, wired President 
Hoover November 17 urging early 
payment of the soldiers’ bonus, which 
would release almost 3% billion 
dollars. 

The post has named the following 
committee chairmen: 


“Adposter,” Edward K. Smith; 
Americanism, Leonard M. Rice; 
bridge, Elmer D. Bushnell; cere- 


monials, Henry W. Graef; colors, 
Griffith J. Cassells; employment, 
Robert L. McFerran; entertainment, 
John R. Robinson; finance, James R. 
Bryant; 

Forty and eight, Lionel G. Thors- 
ness; golf, Homer Lange; house, 
Evan R. Jenkins; membership, Otto 
E. Bull; orchestra, Marvin D. Hicks; 
post relations, Owen M. Gleeson; 
printing, Paul D. Kendall; publicity, 
H. Edward Reeves; reception, Harris 
H. Clark; 

Resolutions, Frank J. Gagen; rifle 
club, Ira Reeves; speakers, 
Charles C. Greene; speakers bureau, 
Conger Reynolds; veterans’ welfare, 
Edmund B. Josler. 


Magazine Quits 
Amazing Detective Tales, New 


York, has discontinued publication, 
the publishers announce. 


Bonus Plan Is 
Featured by 
Parker Pen 


Janesville, Wis., Nov. 13—The 
Parker Pen Company paid dealers 
$300,000 in contract bonuses in 1929, 
according to the current trade ad- 
vertising of the company. In the 
last five years, Parker contract deal- 
ers have reaped $1,050,000 under 
this plan. 

The company’s consumer adver- 
tising is featuring, among other 
items, a base with lamp. Another 
offering is a base embodying a 1931 
calendar pad. 

The company is using spreads in 
color in trade publications to repro- 
duce the consumer copy and urge 
dealers to study and display the 
merchandise about which the con- 
sumer is being told. 


On Mogensen List 


The Portland (Ore.) Telegram has 
appointed M. C. Mogensen & Co. Pa- 
cific Coast representatives. 


RUPERT fi] THOMAS 


Don’t Forget the 
Architect 


If your product is specified by 
architects—or if it should be— 
it will pay you to give careful 
thought to the architectural end 
of your advertising. 


Continue your consumer cam- 
paign full swing—but don’t pass 
the architect by as being “cov- 
ered” by one lone paper in a 
miscellaneous trade paper 
schedule. 


We would like to tell you how 
we handle campaigns and what 
they have accomplished for lead- 
ing companies whom we serve. 


Rupert Thomas, Advertising 
11 W. 42nd St., New York 


An agency specializing in build- 
ing materials and equipment 


Sell Intensively in 1930 


Put Your Merchandising Dollars to Work 


on a Budget Basis 


in Known pbs, 


THE American Restaurant Magazine is the lead- 
ing publication in the restaurant field. 


We start with this statement lest you think this 
is a philanthropic advertisement. It is not. 


Every one of your advertising dollars must work 
at top speed to do a real selling job for you during 


the coming year. 


We are interested in cooperating with you—not 
for what we can get out of you, but for what we 
can get for you. There are more years coming. If 
we can help you to do a bang-up merchandising 
job now, then we are content to reap our reward 
in the advertising heaven of the future. 


Part of your advertising appropriation for the res- 
taurant industry should be spent in The American 
Restaurant Magazine—perhaps part in another 


publication—some in direct advertising. 


Many 


factors enter into the determination of the break- 
up of your appropriation. We will gladly help you 
in making these plans. Please call on us any time. 


The American Restaurant Magazine 


Published by 


PATTERSON PUBLISHING COMPANY 
5 South Wabash Avenue, Chicago 
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ADVERTISING AGE 


November 22, 1930 


EVERYBODY CAN 
GET POINT OF 
NEW WHIZ COPY 


Cartoons Supplant Technical 
Terms 


New York, Nov. 13—Humorous 
drawings by the noted cartoonist, 
C. H. Sykes, are being used by the 
R. M. Hollingshead Company, of 
Camden, N. J., in a new campaign 
on Whiz gear lubricant, to lend 
human interest to the advertising of 
a product usually described in tech- 
nical terms. 

The copy also carries a distinctive 
human interest appeal, telling the 
automobile owner how to cure his car 
of that serious winter ailment hu- 
morously termed “rheumatism of the 
gears.” 

Full pages are being used in black 
and white at fortnightly intervals in 
the Saturday Evening Post and Col- 
lier’s, the drawings by Sykes taking 
up about half of the space. 

Referring to the campaign as 
having a “patent medicine” slant, 
F. C. Furlow, account executive of 
Pedlar & Ryan, Inc., the agency in 
charge, said that too much adver- 
tising of automotive products is not 
only drab and colorless, but unin- 
formative, because it assumes a tech- 
nical knowledge which the average 
reader does not in fact possess. 

The present Whiz campaign was 
designed to appeal to every car 
owner, whether his technical knowl- 
edge be great or little. 


Tie-Up is Urged 

Most of the business papers in 
the automotive field are being used 
to stress the advantages of a close 
dealer tie-up with the advertising 
of Whiz gear lubricant and other 
products of the company. 

This list includes Motor, Motor 
World Wholesale, The Ford Dealers 
News, Automobile Trade Journal, 
Automotive Jobber Topics, Super 
Service Station, Motor Service, Au- 
tomotive Merchandising, Automotive 
South, Southern Automotive Journal, 
Trucks, and El Automovil Amer- 
icano. 

A feature of the dealer tie-up is a 
series of newspaper advertisements 
which are furnished by the company 
without cost in the form of electros 
and mats in one and two-column 
width and six to seven inches depth. 

Each advertisement of the series 
pictures an automaton made up of 
gears and other automotive parts, 
who is limping along with the aid 
of a cane as though he were afflicted 
with rheumatism or some similar 
ailment. 

In announcing the campaign to 
dealers the company distributed sev- 
eral thousand copies of a 36-page, 
14- by 11-inch booklet describing it. 


Old Doc Gearfixer 
The humorous vein was main- 
tained in this booklet, the dealer 
being referred to as “Doc Gear- 
fixer.” It was pointed out that 
“twenty-five million motor cars will 
need treatment this year for ‘Rheu- 


THE GEAR WRESTLER AT HIS WORK 


Don’t be a gear wrestler all Winter long. Make them meek and manageable 
with Winter Grade Whiz Lubricant! 


matism of the gears,’ and that this 
will mean a $100,000,000 doctor’s 
bill.” 

A particularly interesting feature 
of this piece of literature was a 
four-page chart indicating the poten- 
tial volume of lubrication business 
in every county in every state. This 
data was compiled by the company’s 
research department from automo- 
bile registration figures. 

Another phase of the dealer tie-up 
described in this booklet is “The 
Whiz Free Flushing and Filling Day 
Plan.” 

Newspaper advertisements, postal 
cards for mailing to automobile own- 
ers, hand bills, display banners, etc., 
are furnished to all dealers who ex- 
press a desire to take part in this 
plan. It provides that free flushing 
service be offered by the dealer to 
car owners on some particular day, 
the customer paying merely for the 
lubricant used in refilling the trans- 
mission case and the rear end 
housing. 

The average maximum cost of this 
service to the dealer is about $1.30 
per car, including labor, kerosene 
used in the flushing, and the neces- 
sary lubricant for refilling. For this 
he receives from the automobile 
owner the retail price of the lubri- 
cant used, which will generally aver- 
age about $2.80 leaving him a profit 
of around $1.50 on each car for the 
free flushing service. 


Other Dealer Helps 

Numerous other sales-helps are 
being used in the campaign, pro- 
viding retailers with a complete 
coverage of their respective terri- 
tories. Most of this material is fur- 
nished to the dealer without cost, 
imprinted with his own name and 
address. It includes leaflets printed 
in two colors, for direct-mail adver- 
tising, tags for the wheels of auto- 
mobiles, metal outdoor signs three 
by eight feet in size, official gear 
lubricant service emblems in black, 
red and gold supplied in the form 


Cartoonist’s Conception of a Rheumatic Gear 


of window posters or counter display 
cards, and a series of six postal 
cards for a follow-up campaign by 
mail. 
Still another feature is a special 
Whiz-Kardex follow-up file devel- 
= 


Psychology of 
Business Slump 


“The sale of luxuries may be 
curtailed this year,” said Mar- 
vin B. Pool, vice-president of 
Butler Brothers, Chicago, re- 
cently, “but there has never 
been a time following slack 
trade periods when people have 
not made a greater effort than 
usual to find comfort and cheer 
in exuberance of Christmas 
spirit.” 


.oped by the Remington Rand Busi- 
ness Service, Inc. This is supplied 
to dealers at a nominal cost. 

It includes filing cabinets contain- 
ing follow-up cards listing the name, 
address and telephone number of the 
prospect or customer; the make of 
car he drives; the date when the 
car next requires service; the nature 
of the service required; what service 
jobs have been done for this owner 
in the past, and the date and speed- 
ometer reading at the time these 
jobs were done. 


Heads British Body 


Sir Gomer Berry, Bart., vice- 
chairman of Allied Newspapers, 
Ltd., was elected president of the 
Advertising Association Inc., Great 
Britain, at the annual meeting in 
London. Sir Gomer succeeds Lord 
Riddell, of News of the World. 

New vice-presidents are Lord Rid- 
dell, Rt. Hon. Charles A. McCurdy, 
Lt. Col. E. F. Lawson, D. S. O. 
M. C., and C. Harold Vernon. 

The honorary treasurer is Sir 
William Crawford, governing direc- 
tor of W S. Crawford Ltd., London 
agency. 


Fashion Cenus 
Is Being Taken 
by Newspapers 


New York, Nov. 20—Newspapers 
in 60 cities are taking a fashion 
census this week under the direction 
of Amos Parrish & Co., of this city. 

One of the important points to be 
revealed by this census will be just 
how much geography there is to 
fashion—how fashions differ in dif- 
ferent sections and what women in 
each city favor and wear. 

It is believed that a minimum of 
500,000 women will be counted. The 
following nine points will be cov- 
ered by the census: 

1. Skirt lengths. 

2. Coats—fur trimming and 
colors. 

3. Dresses—whether silk or wool 
—and colors. 

4. Hats—colors, and whether 
matching or contrasting the coat in 
color. 

5. Gloves—styles. 

6. Handbags—shapes. 

7. Hosiery—colors. 

8. Shoes—materials. 

9. Jewelry—types. 

Some newspapers are handling the 
census without assistance, while 
others are making it through local 
stores. 


Magazines for Palmer 

Klau-Van Pietersom- Dunlap- 
Younggreen, Inc., Milwaukee, will 
use magazines in the 1931 campaign 
of the Palmer Products Company, of 
that city, manufacturer of cleaning 


equipment and supplies. 


This Aee 


Importance 


is no 


Aesop fable 


Agsor cLiM, 
ing fundamentalist, 
Printers’ Ink scribe, 
agency account execu- 
tive, plays the Aces, too. 
Said he to Chicago Ad- 
vertising Council 


recently: 


**Go to the top for 1931. 
Sell the heads of the 
firms with which you 
deal. Buying power is in 
canny hands at present. 
Business heads are re- 
viewing fundamentals. 
You had better be ready 


to do business 


of fundamentals.”’ 


To select the advertising 


medium to do 


job, challenge with these 


two questions: 


advertis- 


in terms 


this top 
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ADVERTISING AGE 


2 “If the 550-1,500 band is widened, , 
U. S. Radio Sets | i. woud provide additional frequen OCTOBER N pea APER LINEAGE Advisory Boay 
° cies, relief for many overcrowded 1929 . . 
Threatened with | 05.75% or rey reneed | New York 15,129,338 18,035,666 «2,906,328 Loss| May Distribute 
Obsolescence) it*% *rvice areas for those | Phitadelpihia 6.900328 «8000619 «100201 Loss| Busi Dat 
: = Oe cerioes —Gaigte | tsegieie| 
, this widen- | Clevelan ,602, ,402, 6 Ss . 

Cleveland, O., Nov. 17—If foreign | ing would displace marine and other | St. Louis 3,713,640 4,749,760 1,036,120 Loss| Washington, D. C., Nov. 20—Fol- 
nations are successful in their efforts | commercial stations from their pres- Boston 5,399,154 6,632,954 1,233,800 Loss| lowing the surprise expressed by 
to cover “long waves” to relieve the|ent frequencies and 13,000,000 re- Baltimore 4,439,024 5,048,442 609,418 Loss| members of the Association of Na- 
overcrowding of stations, the 13/|ceiving sets in this country would ace augue erty pyrene ae on tional Advertisers over the manifold 
million radio sets in use in this|not respond to the new frequencies. | San Francisco 4,085,879 4,789,464 703,585 Loss | <U"¢tions of the Department of Com- 
country will become obsolete, Maj.| “Do you want the broadcast band | Milwaukee .......... 2,971,969 3,728,577 756,608 Loss |™erce, and its vast supply of helpful 
Gen. Charles McK. Saltzman, ehair-| widened? All matters concerning | Washington 4,772,135 5,270,250 498,115 Loss | ™arketing information, a suggestion 
man of the Federal Radio Commis- international conferences are han- Cincinnati 8,529,957 4,094,863 564,906 Loss | !8 being considered for the establish- 
sion, told the National Association] dled by our Department of State. | New Orleans ccm 3,466,729 3,768,566 301,837 Loss | ment of an advisory committee. 
of Broadcasters today. Before the Madrid conference hear- pnenengene Oty Heyer cane som This committee would be charged 

“Dissatisfaction has grown in Eu-| ings will be held at which any one | Indianapolis 2'757,933 3,543,777 785844 Loss| With the distribution of the infor- 
rope,” said General Saltzman, “and | interested in radio can express his oo 2014334 2'383 595 369.261 Loss| ™@tion secured by the Department 
there is no doubt that the next In-| views on any proposed changes in| Providence 2,901,600 3,522,801 621,201 Loss |0f Commerce, so that it may be of 
ternational Radio Conference at/|the international regulations.” Columbus 2,887,341 3,634,398 747,057 Loss|the greatest value to the largest 
Madrid in 1932 will see a determined} General Saltzman said that some | Louisville 2,954,384 3,493,180 538,796 Loss | number. 
effort on the part of European coun-| radio stations are giving the public St. Paul a eat yt pe pee H. C. Dunn, chief of the merchan- 
tries to widen the broadcast band to | excessive doses of advertising. Oakland 2,246, vty , S|dising research division, said that 
provide additional frequencies ; Omaha 1,906,575 3,535,587 pot peed ri i 

7 , ; RES eng Birmingham 2,407,048 3,080,140 673,092 Loss| the A. N. A. urged the widest possi- 

a pee wnt oly Mrs. E. W Scripps Dead | Richmond 1,820,686 3,163,146 $41,460 Loss rane eg age = the information 
use the -1, ilocycle band for Ange . 2,862,7 ,479,0' 6,294 Loss| gathered by the Department. 
their purposes, but pre gersth use fre- Mrs. E. W. Scripps, widow of one Benston 3,081,947 3,506,230 424,283 Loss The domestic cin divisions 
quencies between 160-224 kilocycles, | °f the founders of the Scripps-How- | Des Moines 1,762,402 1,931,114 168,712 Loss| 6 maki oh tn eae 
these latter frequencies which are os eo died near : _ work the ideck waite effect Mr. 

: : iego, Calif., Nov. 16, shortly after 117,148, 349,31 23,200, : ’ P 
long waves being of great value in to from a trip sonal the Totals TAB, 108 seatusaned — aes Dunn said, and to that end the pub- 
broadcasting. world. —New York Evening Post | jicity service of the divisions is being 

“European receiving sets today} She married E. W. Scripps in expanded and a series of radio ad- 
usually contain a switch, now known | 1885, when he was editing the Cleve- ° ° dresses is being broadcast through 
in the funny papers as a gadget, by|land Plain Dealer. Mr. Scripps’ Change Radio Schedule | Purchasing Agents district offices of the Department. 
which the listener can tune in on | health was broken bv overwork dur-| Beginning November 20, the Lucky Inspect A dvertising There are 33 of these throughout the 
either the 550-1,500 band or the 160-|ing the war. He died in March, Strike dance orchestra under B. A. ‘ .~ | country. 

224 band. These latter frequencies 1926, on his yacht in the harbor of | Rolfe, broadcast for an hour over| The Purchasing Agents Associa- 
are annd th the United States f Monrovia, Liberia. WEAF, New York, and an N. B. C.| tion of Washington held an Adver- mith a Oma tan 
marine os other commercial on a oe <a from 10 to 11 P. M., E. pd ue” wy my h o_o Get Chicago Accounts 
i _ ing sta at the Chamber o - , 

poses. There is no doubt that Euro- 75 Years Old . The new broadcast takes the | merce, Seattle. ™ | The Dunham, Younggreen, Lesan 
pean countries will strive at Madrid} pe Iron Age, New York. cel f the Thursd ogram| Max Hi _— Company, Chicago agency, has been 
in 1982 to have both the 650-1,500 e Iron Age, New York, cele-| place 0 e Thursday progr ax Hipcoe, purchasing agent for | appointed to handle the advertising 

‘0 e -1, brated its 75th anniversary Novem- | heretofore sent out over WJZ and | the University of Washington, dis-|of the American Furniture Mart, 
and the 160-224 bands widened for|ber 20 by issuing a diamond anni-| an Eastern network and repeated at | cussed “Advertising That Attracts|the Hub Electric Co., and Better 
broadcasting. versary number of 450 pages. midnight. the Purchasing Agent.” Theatres, Inc., all of Chicago. 


(1) “Have you got 
the Aces?” 


Tue Business Week 


(2) “Do these 
Aces eliek ?”’ 


Ir you mingle regularly 
with the tops of business 


welcomes any common 
sense form of appraising 
its circulation value. 


you know how enthusi- 
astically they speak of 
The Business Week. You 
should see what comes 
across our desks daily. 


Its workshop at publish- 
ing headquarters is the 
real place to make the 
test. We'll do everything 
possible to take work- 
shop samples to adver- 
tisers and agents out of 
town. 


Every mail brings volun- 
tary comment, requests 
to quote or reproduce, 
orders to reprint thou- 
sands of this cover or 
that editorial. Evidence 


on request. 
What do you need for 


evidence—names added 
last week?—names in a 
given territory? — or 
what? Name your weap- 
ons. We’ll put our cards 
on the table. 


Answers to a question- 
naire sent to 20,000 sub- 
scribers bristle with 
reader interest. This 
comment is collated in 
convenient form and will 
be sent on request. 


“As They Like It” is a 
3-act what-you-may- 
call-it that has been 
written by the cast—the 
subscribing Aces who 
have put themselves on’ - 
record. This, too, will be 
sent on request. 


The Aces of business — 
men’s names and con- 
nections — are all we 
have, all we want and all 
you want. You’ll find 
them to be the tops of 
the Ace concerns that do 
the country’s business. 
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Management Body 
Adds to Membership 


The American Management Asso- 
ciation, New York, announces the 
following new members: 

Class B, Swann Corporation; 
Class C, Great American Insurance 
Company and Gulf Oil Corporation; 
Class D, National Automatic Tool 
Co., Pitt Publishing Co., Reo Motor 
Car Co., H. H. Robertson Co., and 
the Springfield Fire & Marine In- 
surance Co. 

Limited: American Crayon Co.. 
William Carter Co., Thomas D. 
Goodwin & Co., Old Colony Envelope 
Co., Pennsylvania Trust Company of 
Pittsburgh, Pittsburgh Post Gazette 
and Press Publishing Co. 


Western Dailies Merge 


Following the purchase of the 
Contra Costa Gazette by Will R. 
Sharkey, publisher of the Martinez 
(Cal.) Daily Standard, the papers 
have been merged as the Contra 
Costa Gazette and Martinez 
Standard. 


They will be published evening, 
except Sunday. 


Don’t Rob Peter 
to Pay Paul 


If you knew 10 years 
ago what food distribu- 
tion would be like today, 
then you can afford to 
concentrate on one form 
of distribution now. Rapid 
changes are taking place. 
Cultivate all types of dis- 
tributors (with emphasis 
on modern coordinated 
distribution of food) 
through this magazine. 


The New Era in 


FOOD DISTRIBUTION 
37 W. Van Buren St., Chicago 
295 Madison Ave., New York 


RADIO MUST DON 
LONG TROUSERS, 
MEETING HEARS 


Arnold Daytime Survey De- 
scribed at Cleveland 


Cleveland, O., Nov. 18—Telling 
she National Association of Broad- 
casters that many advertisers and 
agencies are demanding more infor- 
nation about radic as a medium, 
and less showmanship, Pauline Ar- 
nold, of Arnold Research Service, 
New York, described its proposed 
survey. 

Miss Arnold said that this day- 
time study is to be national in scope, 
embracing 110,000 personal inter- 
views with housewives. It will in- 
clude information about the buying 
power of the owners of sets, cul- 
cural and intellectual background, 
hours when radios are in use, and 
cther information on which adver- 
tisers may base plans with assur- 
ance. 

This program has been endorsed 
by many advertisers and agencies, 
Miss Arnold said. She suggested, 
however, that it is time for radio to 
realize its responsibilities. 

“Broadcasting has certain disad- 
vantages to overcome,” she pointed 
out. 

“Tt still retains for many people a 
close similarity to pulling rabbits 
out of a hat. Many advertisers still 
put aside a certain sum for radio 
advertising, kiss it good-bye, and 
wish it a happy journey. 


Ask for Facts 


“But the more progressive adver- 
tisers and agencies are beginning to 
ask inconvenient, embarrassing ques- 
tions. They want more information 
and we have good proof that they 
are considering it the obligation of 


Subscribe Now! 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


will keep you 


significant developments in all 
branches of advertising. 


$1 a Year---52 Issues 
Use the Coupon! 


posted on the 


Advertising Age, 
537 S. Dearborn St., 
Chicago 


You may enter my subscription for one year. I 
enclose $1 (check, currency, or money order.) 


MR. LIPTON POND 


y ver % cee 


Just to show that he coul 


ERS NEXT YEAR’S CHANCES 


d make a living something else, David M. Davies, 


meer 


Sh Ee ea aka 


advertising manager of the Thomas J. Lipton Co., Hoboken, N. J., painted his chief 


during the latter’§-recent visit. 


hung in the Hoboken offices. 


Here is Mr. Davies with the picture, which has been 


the broadcasting companies to pro- 
vide it. 

“Not all users of radio are by any 
means happy with their experience. 
We have contacted large advertisers 
in our promotion of this job who 
can not be persuaded to touch radio 
again because of disastrous expe- 
riences. It is the business of the in- 
dustry to prevent such failures 
when possible; to know what prod- 
ucts should go on the air; to know 
how to put them there and whom 
they can, and should reach. 

“All time is not equally good for 
every product. For every class of 
women, for every section of the 
country, days differ in their value. 
If one of your local advertisers 
wants to do a certain job, can you 
tell him how best to do it? I rather 
believe you simply say he ought to 
use radio, and your station, and let 
it go at that. 

“You must merchandise your me- 
dium. Magazines and newspapers 
know about the market they are 
reaching. They have had to go be- 
yond the mere selling of space, and 
we believe radio stations will have 
to do so, too. 


A Good Start 


“The daytime co-operative study 
we are proposing is not the whole 
answer. It is not a panacea, nor 
will it solve, immediately, all your 
problems of selling daytime time. 
It is only one step in the right direc- 
tion. It is perhaps more important 
to the individual station (not con- 
sidering any chain connection) than 
would be a corresponding study of 
evening audiences. 

“Tt has been a general idea, which 
is just beginning to be questioned, 
that afternoon hours are no good 
for reaching the women. Some pro- 
grams have had extraordinary suc- 
cess in the afternoon. Does that 
prove that they are good? We don’t 
know, but we suspect that there are 
possibilities there that we know 
nothing about.” 


Two Products Accepted 
by Medical Association 


The Committee on Foods, Ameri- 
can Medical Association, Chicago, 
has accepted two more _ products, 
which are given the right to use 
the “accepted” emblem in advertis- 
ing. 

‘One is Pet unsweetened evapor- 
ated milk, made by the Pet Milk 
Co., St. Louis. The other is Alacta, 
a product of Mead Johnson & Co., 
Evansville, Ind. 


Appoint Brotherton 


The Ferguson-Sherman Company, 
agricultural implement manufac- 
turer of Evansville, Ind., has placed 
its advertising with Brotherton, Inc., 
Detroit agency. 

Other accounts now handled by 
Brotherton are those of Kushionite, 
Inc., Detroit, and International 
Vending Corp., manufacturer of 


newspaper vending machines. 


TELLS PROBLEMS 
OF NEWSPAPERS 


New Haven, Conn., Nov. 18—A 
dominant newspaper is not merely 
the result of the application of a 
given set of business rules, but is 
the achievement of an individual or 
a happy combination of individuals, 
Col. Robert R. McCormick, publisher 
of the Chicago Tribune, said at the 
opening lecture of the foundation 
established at Yale by Paul Block, 
newspaper publisher. 


“That these men can be produced 
at will by a board of directors, rep- 
resenting stockholders, as in the 
case of banks and railroads, the evi- 
dence of the past does not support,” 
he said. 


“If you consider investing in the 
newspaper field, invest in men.” 

Col. McCormick’s subject was 
“The Newspaper As a Business En- 
terprise.” 


“One authority has said that peo- 
ple believe the advertising in the 
newspaper in which they believe the 
news. While it would not be pos- 
sible to say that no advertiser has 
tried to sway a newspaper pub- 
lisher or the opposite, I assert that 
whenever these occasions have oc- 
curred both parties have paid for 
n.” 


Newspaper Problems 


Tracing the development of news- 
papers, he continued: 


“There was a snobbish objection 
to large type when the innovation 
was first used. Why object to big 
type any more than to big college 
buildings? We found that big head- 
lines were necessary in my news- 
paper, although their introduction 
occurred before I was editor. 

“One of the causes was the fact 
that the newsboys who sold the 
newspapers were unable to read 
English and the size of the head- 
lines had to be increased. 


“The pioneer newspaper which 
takes up an element of human life 
which leads to emancipation of any 
kind, social, political, or religious, 
promotes human progress, and the 
future of journalism lies in such 
efforts of emancipation. 


“The commonplace of today was 
the innovation of a short time ago. 
James Gordon Bennett had the au- 
dacity to print the doings of the 
stock exchange and was assaulted 
on account of his boldness. Among 
the highly refined, the ‘advice to the 
lovelorn’ column is regarded with 
some disfavor. Yet I regard such 
a column as indispensable in this 
country at the present time. 

“Accuracy is the most vital factor 
in editing a newspaper. This is not 
realized by the public, but the effort 


extends from the work of the re- 
porter who turns in his carefully 
prepared article to the rewrite man, 
who has to boil it down, and finally 
to the headline writer who did not 
know the first hand facts directly. 

“When the article finally emerges 
in the published newspaper, accu- 
racy has had a genuine test.” 


Dealers Asked 
to Hold Session 
for ‘Men Only’’ 


Peoria, Ill., Nov. 20—With sales 
for the first nine months of 1930 
exceeding the entire 1929 volume, 
Altorfer Bros. Company is working 
closely with dealers with the idea 
of smashing all records. 

The company devoted the early 
part of the year to getting new deal- 
ers for its line of washing machines. 
In the dying days of the year, it is 
bringing out a new volume producer 
in the shape of a kitchen appliance 
that mixes dough, mashes potatoes, 
beats eggs and does a dozen other 
jobs. 

One of the series of letters pre- 
pared to help dealers corral Christ- 
mas business suggests that certain 
hours be devoted to men only. 

This letter, to be written on the 
dealer’s stationery, says: 

““Tf it weren’t for the women,’ 
sobbed one of our community’s best 
behaved husbands, ‘I’d really like to 
do some Christmas shopping. If 
some of you so-called smart store 
keepers would open up in secret 
some night and get us a special per- 
mit to be out, you’d probably get a 
monument built to you by popular 
male subscription.’ 

“And upon serious thought the 
idea isn’t such a bad one * * * and 
we are going to do it (but never 
mind the monument). We’ve set 
aside Tuesday, December 17th, from 
7 to 9 P. M,. for you * * * no wo- 
men allowed! Only men to wait on 
you. 

“You'll like it, gentlemen, you can 
stop a dozen times to ask, ‘What’s 
this?’ and ‘Would she like an ABC 
Washer or Ironer’—and there’ll be 
no eyebrows raised! In short. you 
and your men friends will experi- 
ence an entirely new sensation * * * 
painless Christmas shopping. 

“This is something new. It’s up 
to you to make it permanent. Re- 
member, Tuesday, December 17th, 
7 to 9. 

“Smoking allowed and encouraged. 
If you forget the makings, we'll 
have some for you.” 


Agency for Vitamin 
The International Vitamin Com- 
pany, New York, maker of IVC 
Pearls, has appointed Redfield-Coupe, 
Inc., New York, to direct its account. 
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ADVERTISING AGE 


Believe it or not—this Is 


Some of the Familiar Names 
on Our Customer List 
ACME WHITE LEAD 

ADDRESSOGRAPH 
ALEMITE 
ARMOUR 

BUNTE BROS. 
CELOTEX 
CLARION RADIO 
COCA COLA 
EASY WASHER 
FAIRBANKS-MORSE 
GENERAL ELECTRIC CO. 
GENERAL TIRE CO. 
GOLD MEDAL FLOUR 
GREYHOUND LINES 
HANSEN GLOVES 
HARTMANN TRUNKS 
HOFFMAN VALVE 
HOME FURNISHING ASS'N 
JANTZEN 
JOHNSON WAX 
KIRK SOAPS 
KROEHLER MFG. CO. 

LLOYD BABY CARRIAGES 
MACARONI ASS'N 
MAJESTIC RADIOS 

MICKELBERRY’S SAUSAGE 


As far as we know this is the only engraving plant in 
America that is organized in all departments according 
to accepted business standards. And this without taking 
any individuality out of the art. Engraving is an art. 
Photo shows the conference room where the boys gather 
regularly to see how their stuff is printing, and to dis- 
cuss ways and means to keep a jump ahead of advertising. 
We believe that our responsibility does not end with 
the proof—that the proof is in the printing. That’s 
what the advertiser is paying the big money for and that’s 
why we are always trying to produce plates that will 
ring the bell in the publication. 


America’s Finest Engraving Plant |} 


Reads Like a Who's Who 
of National Advertisers 


MINNEAPOLIS 
HONEYWELL CO. 
MUELLER FAUCETS 

MUNSINGWEAR 
NAT'L ENAMELING & 
STAMPING CO. 
NEET 
NORTHERN TISSUE 
OVALTINE 
PABST 
PENNZOIL 
PHOENIX HOSIERY 
QUAKER OATS 
REO TRUCKS 
ROLSCREEN 
SAY IT WITH FLOWERS 
SEND IT TO THE LAUNDRY 
SHERWIN-WILLIAMS 
SIMONIZ 
SPARTAN AIRCRAFT 
TIMKIN 
TOASTMASTER 
VOLLRATH 
WEED CHAINS 
WESTINGHOUSE 
WEYERHAUSER 
WILSON-JONES 
YEAST FOAM 


COLLINS & ALEXANDER 


65 East South Water Street - Chicago 
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ADVERTISING AGE 


November 22, 1930 


Increase Tax 
on Outdoor 
Structures 


Peoria, Ill., Nov. 20—Explaining 
that it acted thus only because it 
needed the money and not with any 
malice, the Peoria city council has 
passed an ordinance placing a larger 
assessment on outdoor advertising 
structures. 

The new basis is 1% cents a 
square foot. The old was $25 a year 
for 25 or less boards and $100 for 
more, 

The mayor signed the ordinance, 
also deploring the fact that it was 
necessary to resort to such means to 
raise funds. 


Plan Oxol Campaign 


The J. L. Prescott Co., Passaic, 
N. J., has appointed Batten, Barton, 
Durstine & Osborn, New York, to 
advertise Oxol, a disinfectant, ger- 
micide and kitchen cleaner. 


Dailies Merge 
The Eugene (Oreg.) Guard has 
purchased the Register and consoli- 
dated the papers as the Register- 
Guard, evenings and Sunday. 


Cream! 


HOSPITAL MANAGEMENT reaches 
f eld, all over the 


erywhere, comprising the best in 
quality and the bulk of the market 
in quantity. 

Recent surveys of our circulation 
in two of the largest cities in the 
country, one in the East and one in 
the West, are available to those in- 
terested in this rich market. They 
lead strikingly and convincingly to 
the conclusion suggested above. 

You can reach the hospital market 
through HOSPITAL MANAGEMEN 
receiving without additional charge a 
complete sales servi irectory, 
daily information bulletin and list- 
ing of your literature. 


Let us help you get your share of 
one hund million dollars spent 
every month by the hospitals. 


HOSPITAL 
MANAGEMENT 


Member A.B.C.—A.B.P. 
537 S. Dearborn Street 
Chicago, III. 


Tell ee 


50,000 
SUBSCRIBERS 


Style eveee 


150.Q00 
READERS 


sell 


NewYork 
8East 13% Street. 


Only 10 other cities* have a daily news- 
paper with as large a circulation as The 


Des Moines 
Register and Tribune 


Over 240,000 Daily 


*New York, Boston, Chicago, Detroit, Cleve- 
land, Philadelphia, Baltimore, KansasCity, 
Pittsburgh, St. Louis and Des Moines. 


OPEN MIND IS 
ADVOGATED AS 
MARKETING AlD 


Ogle Says This Is Age of 
Challenge 


Study of present products, devel- 
opments of new products, changes 
in the old, study of new advertising 
appeals, market tests of copy themes 
and merchandising ideas are con- 
stantly going on and the advertising 
plan which was considered ideal in 
December may be materially altered 
six months later. 


This picture of “Planning a Na- 
tional Advertising Campaign” was 
given to the School of Commerce, 
Northwestern University, last week, 
by Arthur Ogle, advertising man- 
ager of Bauer & Black, Chicago. 

“Assuming that the product is 
satisfactory as to quality, that it is 
the sort of product for which there 
is a human need or want, or for 
which a want may be created with- 
out too great an effort, our next step 
is to determine how it may best be 
sold,” he said. 

“Undoubtedly we shall be faced 
with certain inflexible conditions. If 
the company and the product or 
products have some years of stand- 
ing a certain organization has been 
built up, and certain fundamental 
knowledge has been proved sound. 
It may be that the proper proportion 
of advertising expense has already 
been determined, based on years of 
experience. It may be that certain 
advertising copy themes have been 
found successful, others unsuccess- 
ful. It has probably been found that 
a certain number of salesmen, and 
a certain internal organization are 
necessary to carry on the tried sales 
policies of the company. 


Day of Challenge 

“Without meaning to preach ex- 
treme radicalism in business, with- 
out detracting in the least from the 
value of experience, and of knowl- 
edge of past successes and failures, 
I would like to interject the belief 
that there is scarcely anything we 
think we know about selling or ad- 
vertising that cannot be challenged. 

“The success of yesterday is to- 
day’s failure because the require- 
ments of doing business have 
changed. The selling appeal that was 
unsuccessful ten years ago may have 
been ten years ahead of its time— 
today it may be the basis of an un- 
believable success. 

“Because the business has been 
built on personal contact selling, and 
advertising has not been called on to 
bear its full share of the load, does 
not necessarily disprove a belief that 
the sales force should be cut in half, 
and the money spent for additional 
advertising. Or vice versa, because 
the business has been built by going 
directly to the consumer with adver- 
tising, without employing salesmen 
who contact the trade, does not dis- 
prove the belief that both kinds of 
selling may be needed, and that part 
of the advertising expenditure should 
be used to employ a force of mer- 
chandising salesmen. 

“Learn to distinguish mere tradi- 
tion from sound business practices 
built on sound experience. And re- 
member that in advertising and sell- 
ing, experience of the past is sug- 
gestive, but never conclusive. Chal- 
lenge it, not for the sake of carrying 
a crusading banner, but for the sake 
of constantly accumulating new facts 
so that you may know whether or 
not the old ones are out of date.” 

Mr. Ogle said that to plan a sound 
campaign, the advertising manager 
must have the answer to the follow- 
ing questions: 

Who are the consumers? 

Through what classes of trade can 
they be reached? 

Do they like the sort of product 
you produce? 

Or if it is relatively unknown, can 
you afford to do the pioneering work 


Macfadden Biggest 
Magazine Publisher 


Detroit, Mich., Nov. 20— 
More copies per month of Mac- 
fadden magazines are distrib- 
uted than of any other publish- 
ing house in the world, Gilbert 
L. Parks, director of “True 
Romances” and “True Detective 
Mysteries,” told the Women’s 
Advertising Club of Detroit. 


necessary to acquaint them with it? 

What do they want to know about 
your type of product; that is, what 
are the qualities you can tell them 
about which will arouse their inter- 
est most easily? 

Where are the consumers located ? 
Are they in large cities, in small 
towns, or on the farm? 

Are they concentrated in one or a 
few sections of the country? 

Are they young, middle-aged, or 
elderly ? 

What do they use your product 
for? Has it other valuable uses that 
few consumers know about? 

To what extent has proper distri- 
bution been accomplished through 
the proper retail and wholesale trade 
channels ? 

What are the competitive prod- 
ucts, and what is their relative stand- 
ing with consumers and trade? 

Can your product be redesigned or 
repackaged in such a way that it 
will be more attractive to the con- 
sumer than competitive products ? 


There’s Always 
One Best Type, 
Asserts Farrar 


“The printing business has been 
made over by advertising men,” as- 
serted Gilbert Farrar, New York 
typographical expert, in his talk be- 
fore the Chicago Advertising Coun- 
cil November 20. “It has been made 
over in the form required by adver- 
tising.” 

He insisted that there is a type 
for every kind of product, and that 
it is unnecessary to use a _ type 
which doesn’t fit the message or the 
medium. He classified all types into 
six main groups, as follows: 


Old style, such as Caslon, Ronald- 
son, etc.; Modern, including Bodoni, 
Century, Cheltenham, etc.; Classic, 
such as Garamond, Cloister and 
Kennerley; Block, including Futura, 
Kabel, Vogue, etc.; Rugged, of 
which Cooper Black, Ludlow Black, 
etc., are examples; and Decorative, 
in which fall Broadway, Gloria, 
Futura Black and Ecclesiastic. 


The old-style is neutral, the mod- 
ern is serious and business-like, the 
classic is soft and flowing, the sans- 
serif or block is flat-toned, the 
rugged is best fitted for motor truck 
and other heavy-product advertising 
and the decorative is intended for 
use in spots rather than for setting 
masses of type. 


“Type,” Mr. Farrar pointed out, 
“has almost human characteristics. 
You can select it with that fact in 
mind.” 


Shell Expands Use of 
Radio Network 


The San Francisco office of the 
J. Walter Thompson Company will 
place a $100,000 radio appropriation 
for the Shell Oil Co., said to be the 
largest expenditure of the kind to 
be made on the Coast. 

The contract calls for a one-hour 
daily broadcast, except Sunday, 
over the Pacific Coast network of 
the National Broadcasting Co., be- 
ginning December 1. 


Charles W. Abbott Is 


Officer of Agency 


Charles W. Abbott, formerly di- 
rector of low tension engineering, 
General Cable Corporation, has be- 
come vice-president of Moser & 
Cotins, Brown & Lyon, Ince., of 
Utica, N. Y. 

Mr. Abbott will make his head- 
quarters in the New York City of- 


fice. He has been associated with 
the electrical industry for many 
years. 


TREATMENT OF 
HOTEL SALES I$ 
A.B.C, PROBLEM 


Three Newspapers Campaign 
for Page 1 


New York, Nov. 20—When the 
board of directors of the Audit Bu- 
reau of Circulations meets here to- 
morrow for its last meeting of 1930, 
three important newspapers will 
present reasons why hotel distribu- 
tion should be treated differently 
from ordinary bulk sales and _ in- 
cluded in the net paid total on the 
first page of the A. B. C. report. 

Since the A. B. C. meeting in 
Chicago October 24, Louis Wiley, 
business manager of the New York 
Times, E. L. Ray, president of the 
St. Louis Globe-Democrat, and W. H. 
Pettibone, general manager of the 
Detroit Free Press, have been cir- 
culating a petition that this action 
be taken. 

This document also suggests “that 
the directors adopt and enforce the 
most stringent and carefully framed 
rules to avoid any possible abuse.” 

Referred to Board 

The decision at the Chicago meet- 
ing was to segregate hotel sales from 
other bulk sales. The question as to 
whether the item shall be shown on 
Page 1 of A. B. C. reports, in paid 
circulation, or with other bulk sales, 
on Page 2, was referred to the board 
of directors. 

Said a statement signed by the 
three newspaper executives: 

“Hotel distributed newspapers have 
exceptionally high value for adver- 
tisers as compared with average cir- 
culation now included in net paid. 
More than two-thirds of the circu- 
lation managers replying to a ques- 
tionnaire mailed by the Circulation 
Managers’ Association to its entire 
membership urged that hotel distri- 
bution be given net paid rating. 

“The A. B. C. membership voting 
at the Chicago convention in the 
Newspaper Division endorsed the 
resolution to include hotel distribu- 
tion in net paid but voted down by 
305 to 57, the proposal to put all 
bulk circulation back in net paid. 

“Hotel sales are valuable to ad- 
vertisers, local and national. They 
represent readers of above-the-aver- 
age purchasing power, who generally 
receive the newspapers while they 
are ready to buy. The men and their 
wives who are these hotel patrons, 
consult local advertising in the news- 
papers, buy from local stores; they 
read and remember national adver- 
tising. 

“This is true of Chicago, Atlanta, 
St. Louis and other cities. Advertis- 
ing in newspapers paid for by the 
hotel management and distributed to 
hotel patrons is highly productive. 

An Honest Picture 

“Advertisers will get a truer and 
more honest picture’ of the news- 
papers’ circulation if hotel distribu- 
tion is specifically set forth under 
net paid on page one. Thus they 
may place their own valuation on it.” 

The statement said that hundreds 
of national advertisers have a high 
opinion of hotel distribution. In- 
cluded in this list, it said, are such 
companies as the White Truck Com- 
pany, McKesson & Robbins, Premier 
Vacuum Cleaner Co., Coca-Cola 
Company, Fisk Tire Company, Elec- 
tric Storage Battery Co., Alemite 
Corporation, Montgomery Ward & 
Co., General Fireproofing Company 
and many others. 


McKittrick Gets Keeler 


William E. Keeler has terminated 
a connection of 13 years with Stand- 
ard Advertising Register to join the 
sales staff of George McKittrick & 
Co., New York, McKittrick’s Direc- 
tory of Advertisers. 


Hayden Promoted 


Harry Hayden, of the Christian 
Herald, New York, has become east- 


ern advertising manager. 


Damm Is Elected 
by Broadcasters 


Cleveland, O., Nov. 20—Walter J. 
Damm, manager of station WTMJ 
of the Milwaukee Journal, was 
elected president of the National 
Association of Broadcasters, suc- 
eeding William S. Hedges, manager 
of station WMAQ of the Chicago 
Daily News. 

Edwin M. Spence of WPG, At- 
‘antic City, was re-elected first vice- 
yresident and O. D. Fisher of 
<OMO, Seattle, second vice-presi- 
jent. Paul Morency of WTIC, Hart- 
ford, was elected treasurer. 

Adopting a resolution of the board 
of directors enlarging the powers of 
the president, the association at its 
losing session vested the direction 
of its organization in an executive 
zommittee to comprise William S. 
Hedges, chairman; Frank M. Russell 
of WRC, Washington, and H. A. 
Bellows of WCCO, Minneapolis. 

They will be members of the board 
of directors, whose newly elected 
members are: H. K. Carpenter, 
WPTF, Raleigh, N. C.; George Mc- 
Clelland, WEAF, New York City; 
A. J. MeCosker, WOR, Newark; Dr. 
Frank W. Elliott, WHO-29, Des 
Moines-Davenport; Morgan East- 
man, WENR, Chicago, and Leo Fitz- 
patrick, WGR, Detroit. 

The association decided to move 
its headquarters from New York to 
Washington, where Philip G. Loucks 
will act as managing director. 


Appoint O’Connor 


Joseph E. O’Connor has become 
Western advertising manager of 
Public Works, of New York. The 
publication’s Chicago office has 
moved from 332 to 122 S. Michigan 
avenue, 


Start “Miniature 
Golf Course Magazine” 


The Atlas Publishing Co., New 
York, has begun publication of 
Miniature Golf Course Magazine as 
a monthly. 


Sherman Acquires Bolam 


Austen Bolam has discontinued 
his business as consultant in market 
research to join the research divi- 
sion of the Sherman Corporation, 
New York. 


IMPORTED BRIAR ROOT 
SMOKING PIPES 
have proved their worth as Good 
Will Builders and business accelera- 
tors with a firm name or trade mark 
stamped on the stem in gold. Let 
us send a sample. 


THE BUSHELL CO. 
420 Lexington Ave., New York City 


OF SELLING Pz p2ine Direct Mait— 
ers, Pos 8, 
Folders, Blotters, Booklets, Catalogs, etc., etc. 
Postage and The Mailbag—monthly magazin 
Pp nt ly since 1916—is entirely 
devoted to Direct Mail Advertising and Selling. 
Tella how to reduce selling cost. fol of sound 
business ideas, information and facts. $2.00 a 
year. At end of year, we return $4.00 if you are 
not satisfied. Send 25c for sample copy. 


Postage and Mailbag $2,35*" Street! 


A PERSONNEL SERVICE FOR THE 
ADVERTISING PROFESSION 


agency. 
amie OFFICE SERVICE 


rney Chrysler, 
ew 


Gu Prop. 
527 Fifth Avenue, Murray Hill 10488 


HOOVEN LETTERS, Inc. 


352 Fourth Ave., New York City 
Lexington 6162 
Estab. 1917 Horace H. Nahm, Pres. 
100 Hooven Automatic Typewriters 
Operating Day and Night 
ADDRESSING, SIGNING, 


MULTIGRAPHING, MAILING 


For Dependable 
Photostat Service 


FA RUSSO inc. 


230 PARK AVE. 509 FIFTH AVE. 
60 E.42ndST. 250 W. 57th sf 


VANderbilt 9975-6-7 
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Majority Maintain 
Schedules in Fight 
for 1931 Business 


(Continued from Page 1) 
Corporation, said that the 1931 ap- 
propriation will be about the same 
as in 1930, with some readjustment 
as to mediums. 

The Holland Furnace Company is 
satisfied with 1930 results, A. W. 
Wrieden, advertising manager, indi- 
cated, and no important changes will 
be made in 1931. 


To Stress Instalments 


“A little larger expenditure in 
newspapers, emphasizing our plan 
of instalment selling” is the only 
innovation planned by a large man- 
ufacturer of plumbing fixtures. 

A manufacturing chemist said that 
page copy in newspapers of small 
cities and 1,800 lines in those of 
large ones, has been successful and 
will be continued. A new size of the 
product has helped sales. 

A large clothing manufacturer said 
his advertising will continue to be of 
an institutional nature, although 
plans permit of considerable flexibil- 
ity. The company’s dealers will be 
advertised in general magazines, as 
in 1930. 

The 1930 volume of the Oshkosh 
(Wis.) Overall Company will be close 
to that of 1929, partly as the result 
of heavy advertising expenditures, 
C. E. Wittmack, vice-president in 
charge of sales indicated. 

“November is proving to be one 
of the best months in our history,” 
said Mr. Wittmack. “We have every 
reason to be optimistic about the 
1931 outlook and there will be no 
advertising retrenchment.” 

An electric company said it would 
double the 1931 appropriation, using 
larger space in the same mediums. 

A manufacturer of duplicating ma- 
chines said that his appropriation is 
based on a percentage of current 
sales and that the 1931 figure is 
indefinite. 

“I believe we will spend more in 
1931, however,” he commented. 

A salt manufacturer said he 
would stand pat on his magazine 
expenditures, with increases in news- 
paper and outdoor. 

After a test of radio advertising, 
the Nunn, Bush & Weldon Shoe Co., 
of Milwaukee, will resume the use 
of space in newspapers and maga- 
zines. About 60 stations were used 
during the latter part of 1929 and in 
1930 for both spot and chain broad- 
casting. 

The 1931 appropriation will be 
divided about equally between news- 
papers and magazines. 

An Eastern electrical manufac- 
turer said he contemplates no radical 
changes in 1931. 


“Even though present conditions 
are far from satisfactory,” said the 
advertising manager, “we _ believe 
that the advertiser who plugs right 
along will eventually win out.” 


The Funk & Wagnalls Company, 
publisher of the New Standard Dic- 
tionary and other books, said that 
advertising plans are formulated on 
a flexible basis, subject to expansion 
and restriction as conditions war- 
rant. 


“It is likely, however,” said 
George A. Dame, advertising man- 
ager, “that we will advertise as ex- 
tensively as in the past through the 
usual mediums—newspapers, direct 
mail, magazines and radio.” 

One of the country’s largest man- 
ufacturers of toilet preparations said 
there would be no material change 
in his 1931 appropriation. 

An important drug manufacturer 
said that his plans are incomplete, 
but neither appropriation, mediums 
nor policies would undergo any im- 
portant change. 


Spalding Is Aggressive 
A. G. Spalding & Bros., athletic 
outfitters, will spend more money in 
1931 than in 1980. William T. 


Brown, advertising manager of the 
company, pointed out that the 1930 


expenditure also represented a con- 
siderable increase over 1929. 

D. C. Miner, advertising manager 
of the Keasbey & Mattison Com- 
pany, asbestos products, said that 
a slight reduction in the appropria- 
tion was likely. More intensive ef- 
forts to increase dealer distribution 
are planned. The company will place 
more stress on its heat insulation 
products. 

Roland D. Doane, advertising 
manager of the Lehigh Portland 
Cement Co., Allentown, Pa., said 
that plans for 1931 are incomplete, 
but that a slight reduction in adver- 
tising volume might be made. 

Henry A. Dix & Sons Corpora- 
tion, uniforms, etc., will increase its 
appropriation by 10 per cent. 

The Pacific Coast Borax Company 
will devote the major portion of its 
1931 appropriation to radio adver- 
tising, E. R. Haddox, sales manager, 
indicated. The company will be on 
the air every Tuesday night over the 
N. B. C. network. The company is 
using rotogravure and other news- 
paper copy in certain sections in the 
advertising of products other than 
borax. The appropriation will be 
larger than in 1930. 


Divides Appropriation 

The Rock Island (Ill.) Stove 
Company will divide its 1931 appro- 
priation between farm papers and 
business publications. 

S. H. Sperry, sales manager, said 
the theme song would be, “Sell for 
the dealer, not to him.” The amount 
to be spent will be about the same 
as in 1930. 

One of the country’s largest man- 
ufacturers of washing machines said 
few changes in advertising are indi- 
cated for 1931. 

The Quaker Lace Co., Phila- 
delphia, will probably increase its 
appropriation. 

More direct mail will be the policy 
of the Hinde & Dauch Paper Co., 
Sandusky, O. 

“For explanation,” said H. H. 
Squire, advertising manager, “con- 
sider the great dilution of reader 
interest by the avalanche of free cir- 
culation publications, as well as the 
greatly increased duplication which 
‘controlled’ circulation imposes upon 
the advertiser who seeks full cover- 
age.” 

A packer who made a striking 
success in 1931 will increase his ap- 
propriation. New mediums are be- 
ing added. Copy will be changed to 
some extent—a question of evolution 
rather than revolution, it was said. 

The Bausch & Lomb Optical Com- 
pany will spend the same amount in 
1931 as it did this year. 


Portland Club 
Recruits New Squad 


The past month netted the Adver- 
tising Club of Portland, Oreg., eight 
new members. 

They are O. P. Banfield, Capitol 
Underwriters Corp.; Robert Krohn, 
Jr., Keystone Press; Elaine Hamb- 
lin, Edwards Furniture Company; 
James W. Murphy, Carter, Rice & 
Co.; Bernard A. Bridges, Berncliff 
Printers; Edward B. Quigley, Gen- 
eral Lithographing & Engraving 
Co.; R. E. Riley, City Commissioner; 
Harry Stopp, public accountant. 


Ewing T. Webb Joins 
Hays MacFarland & Co. 


Ewing T. Webb, who was with the 
J. Walter Thompson Company for 
13 years, has become a partner, di- 
rector and vice-president of Hays 
MacFarland & Co., Chicago agency. 
He served as copy chief in both the 
Chicago and New York Thompson 
offices. 

Mr. Webb is co-author of “Strat- 
egy in Handling People,” one of the 
current best sellers. 


Agency Changes Name 

The William Findlay Company, 
Ltd., of Toronto, has become Lord & 
Thomas and Logan of Canada, Ltd. 


Swift Salesmen 
Have Authority 
to Cut Prices 


Washington, D. C., Nov. 20—Sales 
methods of Swift & Co. and Armour 
& Co. were described in the Supreme 
Court of the District of Columbia, 
where modification of the packers’ 
consent decree is being sought. 

The packers’ counsel called wit- 
nesses in rebuttal of the charge that 
the two companies had agreements 
or understandings with competitors 
as to prices. 

Homer G. Petit, manager of an 
Armour creamery at Superior, Neb., 
denied that he had ever made a 
statement that Armour & Company 
had $1,000,000 to put over the “serv- 
ice at cost” method of collecting 
cream. He also told how his com- 
pany lost all of its independent 
buyer stations in the vicinity of 
Superior shortly after the adoption 
of this plan. 

Swift & Co. salesmen are given 
permission to “shade” prices to a 
reasonable extent, and are instructed 
to get better prices than those con- 
tained in weekly price lists furnished 
them, if possible, A. J. Harris, 
branch-house manager for Swift & 
Co. at Amarillo, Tex., testified. Mr. 
Harris said that the prices charged 
by other packers are not considered 
in determining Swift’s prices. 

W. J. Clangman, manager of the 
car route sales department of Swift 
& Co. at Ft. Worth, Tex., said that 
while salesmen had the privilege of 
cutting prices it was seldom that 
they were cut more than 1 cent a 
pound. 


To Hold Conference 


on Motion Pictures 
The first national conference on 
motion pictures as an advertising 
medium will be held at the Hotel 
Roosevelt, New York, January 28-30. 
The meeting, called by the Screen 
Advertisers Association, A. F. A 
will standardize relations between 
producers, exhibitors, agencies and 
advertisers. 


. 
- 


T eutonophone Makes Debut 

Teutonophone, Inc., German manu- 
facturer of a hearing device, has 
appointed the Arthur Hirshon Com- 
pany, Inc., New York, to direct a 
national campaign in newspapers. 

Miss Dorothy Lewis and Mrs. 
Anne Williams, both from Station 
WOR, Newark, have joined the ra- 
dio division of the Hirshon Com- 
pany. - 


Sinclair Will Spend 
$2,000,000 in 1931 


Sylvester M. Morey, advertising 
manager of the Sinclair Refining 
Co., New York, announced that $2,- 
000,000 has been appropriated for 
next year’s advertising. It will be 
divided among newspaper, maga- 
zine and outdoor advertising, with 
newspapers drawing the lion’s share. 


Start Insurance Drive 

Under the direction of the Mayers 
Company, Los Angeles, the Pacific 
Mutual Life Insurance Company of 
California has embarked upon a 12 
months national campaign in news- 
papers. Editorial copy over the sig- 
oe of general agents is being 
used, 


British Are Coming 

Arthur Chadwick, head of the 
Amalgamated Publicity Service Ltd., 
of London, direct mail specialists, 
has arrived in New York to study 
American methods. 

Sir William Crawford, London 
agent, is expected in New York 
shortly. 


To Advertise Clocks 
The Poole Mfg. Co., Ithaca, N. Y., 
manufacturer of electric clocks, has 
placed its account with Martin- 
Pilling-Shaw, Inc., of Philadelphia. 


Changes to Evening 
The Philadelphia Financial Jour- 
nal, which has been published as a 
morning paper, has changed to even- 
ing. No Sunday edition is issued. 


Approve Clock Merger 

Stockholders of the Seth Thomas 
Clock Co., Thomaston, Conn., have 
approved the merger with the West- 


ern Clock Co., La Salle, IIl. 


KELLY NAMES 
PRODUCERS WHO 
GET LOCAL RATE 


(Continued from Page 1) 
000,000 worth of products a year in 
direct competition with the national 
advertiser and enjoying a preferen- 
tial which makes its appropriation 
go much farther than that of the 
national advertiser. 

“In the shoe field, nearly all the 
leading chains are manufacturers, 
yet enjoy a preferential rate. The 
Regal Shoe Company with 100 re- 
tail outlets, is an example. 

Manufacturing Retailers 

“Lyon & Healy is one of the 
largest musical instrument manufac- 
turers in the country, yet is con- 
sidered a retail advertiser and en- 
joys retail rates. Hartman is a large 
furniture manufacturer, but is 
classed as a local advertiser. Ac- 
cording to the publishers’ own defini- 
tion, an advertiser shall be entitled 
to retail rates only when he sells 
direct to the consumer through one 
or more retail stores. 

“Chains today spend about $200,- 
000,000 in newspaper advertising. 
The same amount of space would 
cost the national advertiser from 
$300,000,000 to $400,000,000. Here 
is the advantage which the chain is 
using effectively to fight the na- 
tional advertiser and introduce its 
own brands. 

“The time has come when pub- 
lishers generally must recognize our 
just demands and establish a single 
uniform rate that will take the ques- 
tion out of the class of unfair com- 
petition, or else face a future of con- 
stantly dwindling volume, because 
their rate structure will make it 
impossible for a manufacturer who 
does not own or control his retail 
outlets to use their space with 
profit.” 


Announce Plans 
for ‘Tide’; Will 
Be a Monthly 


New York, Nov. 20—Tide, which 
has been purchased from Time, will 
be published as a monthly advertis- 
ing magazine, beginning with the 
January issue. 

The Tide Publishing Company is 
being formed for this purpose, with 
Everett R. Currier, of Currier & 
Harford, Ltd., as president. Mr. 
Currier’s principal associates will 
be Raymond Rubicam, president of 
Young & Rubicam, Inc., and Philip 
Kobbe, of Philip Kobbe, Inc., special- 
izing in promotion work for pub- 
lishers. 

Mr. Rubicam will be consulting 
editor. Dexter Masters, formerly of 
the editorial staff of Time, will be 
editor. 

Frederick Franklin, formerly of 
Sales Management, will be business 
manager. Headquarters will be es- 
tablished at 232 Madison avenue. 


Mail Order Expert 
Joins Eastern Agency 

Melvern H. Roberts, mail order 
expert, has joined the Kerr-McCar- 
thy Advertising Service, New York, 
the name becoming Kerr, McCarthy 
& Roberts. 

Lane Bryant has joined the 
agency’s clientele. 

Mr. Roberts founded the Hamil- 
ton Garment Company, which did 
a business of $5,000,000 a year. 


Husking Contest 
Attracts Big Crowd 


Between 40,000 and 50,000 persons 
attended the national corn husking 
contest near Norton, Kan., Novem- 
ber 14. The contest is sponsored an- 
nually by the Capper Farm Press 
and the Standard Farm Papers in 
the Middle West. 


editor of Kansas Farmer, was in 
charge this year. 


Raymond H. Gilkeson, associate | orders. Do 


Winningham Extends 
Hudson Activities 


C. C. Winningham, Inc., of De- 
troit, will direct all advertising and 
public relations activities of the 
Hudson Motor Car Co., manufac- 
turer of Hudson and Essex cars. 

Under the new arrangement, the 
Winningham organization greatly 
extends its activities to include the 
advertising management at Hudson, 
that company having dispensed with 
its advertising department. 

Mr. Winningham served Hudson 
as advertising manager and director 
of sales, leaving 11 years ago to 
form his own agency, handling the 
Hudson account. 


Shoe Manufacturer to 
Employ Advertising 

In anticipation of its entrance into 
the national advertising field, the 
Freeman Shoe Corp., Beloit, Wis., 
has retained Klau-Van Pietersom- 
Dunlap-Younggreen, Milwaukee 
agency. 

The company is one of the largest 
eS of shoes in the $5 and $6 
class. 

National magazines, business 
papers and radio will be used. 


Start Painters’ Paper 


James A. Rice, former Western 
representative and vice-president of 
Architectural Forum, is president of 
General Trade Publications, Inc., 
which has been formed in Chicago to 
publish Painting Age. 

It will be distributed to 50,000 
painting contractors, and the first 
issue will appear February 1. Fred 

Vanderwaller is vice-president 
and editor. He was formerly editor 
of American Painter & Decorator, 
St. Louis. B. E. Dryden is secretary. 


Always say 
ccp & A” 


—because our out-of-town 
customers are just as en- 
thusiasticasare the Chicago 
concerns we serve— just as 
much impressed with the 
quality of our plates and 
mats and the high type of 
service we render. 


Partridge & Anderson 
Company 


Electros - Stereos - Mats 


712 FEDERAL STREET . CHICAGO 


JUST PRINTED 


FOR ADVERTISING AND SALES 
EXECUTIVES SEEKING 
THE UNUSUAL 


strikingly crisp in appearance 
and content— you should have 
it—limited edition of 1500 —a 
copy gratis to you . . just write 
to KOCH, 24 W. 56th St., 
N. Y., on your letterhead, 
and say “send it”! 


PROVE IT! 


SHOW HIM THE 


If your salesmen could show skeptical! p ts the 
testimonial letters and orders you recet satis- 
fied customers, it would remove doubt and fet the 

not allow testimonial letters to lle idle 
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A Staff of 107 Men 


Gathers the News of Government 


Subscription Price 
Ten Dollars a Year 


Every Day 


| Wren the Association of National Advertisers 
spent the day conferring with the Government (Mon- 
day, November 10), The United States Daily carried a 
verbatim report of the Conference to its one hundred 
and twenty thousand readers throughout America and 


the World. 


Every day The United States Daily brings the news 
of government to the leaders of industry throughout 
the nation who use it in their work—brings it to them 
from 49 governments: the Federal Government in all 
its branches and the 48 State Governments. 


No wonder The United States Daily has become a 
part of the daily program of the men who are shaping 
America’s economic life; the men who make decisions, 
the men who turn the wheels of business and the men 
who direct the finances of the business world. 


Nor is the content of America’s National Newspaper 
limited in appeal to the business world. A truly national 
newspaper, it contains information of importance and 
interest to every intelligent citizen, man or woman, 
whose position and whose culture is broad enough to 
embrace a national viewpoint—Business News, News 
of Health, Science, Invention, Education and General 
Welfare, Recreation, National News, International 
News and News of the Professions. 


Subscribe 


Today! 


Circulation Department 


Che Anited States Daily 


The United States Daily Building 
Washington, D. C. 
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